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ABSTRACT

The present study responds to calls in the literature to explore the role of salience and
goal activation in food choices by investigating the impact of these concepts on
perceptions of fruit juices and related behavioural outcofrest juice is chosensa

the context of the researchitigs considered healthy, despiteggh sugar contenhe
presence of fruit in the beveragekea the beverage appear healthy, thus attributing a
health halo to the producthis healthhalo effect often leads consumers tmake
misinformed choicesAs such,a key contribution to thditerature includes a novel
approach to undeendingtheeffects ofinteractions betweesalient sugar information

and activated goals on health perception appeal of thebeveragesThe finding
suggestshatconsumers perceive sugar information on laddfsrently based onte

activated goals at the given moment.

Adapting aspects of salience and goal activation, the samdgloys an online
experiment to prime consumers into specific gnes (high/low salience and
enjoymentresponsibilityself/other goaly and measures theeffects of these
manipulations oithe perceptiorof beverages. A numbeif behaviourabutcomes are

alsomeasured.

The findingsdemonstrate firstthat salient sugardabels are effective in making
consumers look beyondealth halos of sugary beverages. Secqadticularly strong
links between salience and responsibility motivationshow that salient sugar
information is perceiveanore strongly(sugaryproduct is considered unhealthier)
when consumers are primed for responsibibtythin the context of significant others
andthemselvesThird, thelink between salience and enjoyménacounterintuitive
finding, suggestinghat sugar information is peeiveddifferently (sugary product is
considered healthiewyhenconsumers are primed to think of enjoyment in the context

of significant othersatherthan enjoymenin the context of oneself

To the best of t hiestdyis thdfustrobits kink to test & modeh e ,
approach thatakes consumers look beyond health hattfsbeveragesin order to
encourage healthypehaviour. The combined presentation falience as well as
enjoyment/responsibilitgelf/othergoal activatiorin the context of sugarnyeverages,
along withthe developmenbf a new ERSOEnjoyment Responsibility SefDther)

scale provideanoriginal contribution to both theory and practice.
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CHAPTER 1. INTRODUCTION AND OVERVIEW OF THE THESIS

This chapter presents a brief overview of the neteddditionally, it summarises the
research questions, tasks and findirfgsction 1.1loutlines the research problem and
mentions theole of salienceand goal activationon consumer decision making. The
chosen researc¢hpic ofhealth halos ofiggary beverages explained in Section 1.2. The
research background is presented in Section 1.3. The respmstionsand tasksare
explainedin Sections 1.4Section1.5 provides the research activities, followed dy
structure of the thesia Section 16. Next, thechaptempresents the conclusion in Section
1.7.

1.1 Introduction

This researclkaimsto explore the factors thaffect perceptions of sugary beverages as
healthy and/or appealing. Specifically, the research focuses on two sets of impact factors:
first, thesalienceof sugar information on beverage labelling; and second, goal activation
whenconsidering sugary beverages. As such, the research sits at the interface of three
areas of academic inquiry: (1) salience of information, (2) goal activation and (3) food
labelling. The first area of inquiryhe salienceof information, draws on theofyom the

study of judgement and decistomaking. The second area of inquiry, goal activation,
draws on automaticity theory, and goal activation is specifically reviewed in relation to
responsibility or enjoyment motivation, as well as in relation to-ves$us other
motivations. The third area of inquifipod-labellingdraws on studies on health halos of
beverages and provides the context to which the previous two areas are applied in an

empirical study.

This research is positioned at the intersectiaihi@feareassalience, goal activation and
food marketing.Figure 11 displays graphically the academic fields that inform the
development andxecution of the present study.
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9 Literature on
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Figure 11: Areas of exploration in this thesis

Consuning high sugar food ahdrink is harmful to healthWelshet al, 2005. The

intention of manyonsumersnay beto avoid sugary food and beverages but sometimes,

thefood labellinginformation along with judgement erraaigd errors in perceptianay

lead consumers to makasinformed choices. This research specifically focsissefruit

juices. Despite their high sugar contdnijt juices areoftenconsidered healthfKumar,
Park and Onufrak, 2015Yhis could be attributed thealth halos obeverages. The

concept

of

t he

0 h etlehalohbffedh, ehichigenerally defnedias e d

the influence of a global evaluation on evaluations of individual attributes of a grson

object(Nisbett and Wilson, 1977; Thorndike, 192Bbr example, when students were

asked to make judgements about two lecturers based on their presentation styles, they

rated thdriendly lecturer as more attractive, pleasing hkelable (Nisbett and Wilson,

1977).The effect implieghat on recognizing &ait, people are inclined to believe that

f

r



the persomossesses other similar tra®h@ndon, 2014 5uchdssociatiorbased erros

often lead tanisleading halo effeqChandon and Wansink, 2007)

Besides being prevalent in attribsitef personsthehalo effect can also be extended to
companies, products and brandssarcltonducted ithe domain ohealthrelatedhalo
effectshas shown that food products are considered healthy based salien&ttribute
(Schuldt, Muller, & Schwar2012. For example, in the domain of food and beverage
consumption, the perceiver tends to generalise information fremighlighted attribute

by inferring that the same foods healthier and offers other unclaimed attributes.
(Andrews,Netemeyer &Burton1998; Chardon and Wansink, 2007Schuldt &
Schwarz201Q Wansink and Chandor2006. For examplean organiclabel on food
skews the calorie content of the product and the product is considered lower in calories
(Schuldt and Schwarz, 201M). the context okugarybeveragesthe halo effectmay
causahebeverageto beperceivedishealthy Health halosnay bebased omighlighting

of healthy ingredients like fruits, vitamins, minerals €onsequentlythis may lead to

thesugarcontentinformation being werlooked and undermined.

This thesis will explore the effect of salience and goal activatigheperceptiorof fruit
juices. The following sectiawill briefly introducethe two concepts.

1. Salience

Saliencds the property of being noticeable or standing out in an environniegearch

on judgement and decisignaking states thadpeople rely on a limited number of
heuristic principles, which reduce the complex task of assessing probabilities and
predicting valies to simplejudgementabperation8(Tverskyand Kahnemnar974 p.

1124).

Saliences one such cognitive bias or mental shortd@iiis research aims to make the
information salient and accessible to the consumer. More specifically, it is suggested that
presentation of nutrition information in salient and easy to understand ladasls
influencethe health perception and appeal ofltegerage.

Various definitions of salience have been mentioned in the literature. These:include

-Bal ience is the phenomenon that when onebd

portion on the environment rather than to others, the informetiotained in that



portion receives disproportionate weighing in subsequent judgé{&atdor and
Thompson, 1982p. 175.

- Salientinformation isthovel andseems relevaé{Dolanet al, 2010) This
information is likely to drawo n eafiesition and ismore likely to affect our thinking

and action§(Dolanet al, 2010)

- Saliences theGease with which instances can be brought to 6{@dido, 2001 p.
46).

For the purpose of this thesis, a working definition of salience is presented based on the
extant literatureSalient information refers to information that is quick to notice,

easy to comprehend and accessible to the consumédditionally, the perceptio of
beverages may differ based on goal activation and motivations of individibals.

following section introduces goal activation.

2. Goal activation

The second concept explored in this research is goal activAtigoal is defined@as a
cognitive representation ofa desiredend-point that impacts evaluations, emotions

and behavioursd (Fishbach and Ferguson, 20@7 3. Research has shown that stimuli

i n the surroundings can dBafh, 19%9@Barghgko al s
Chartrand, 199Bargh & Gollwitzer, 1994 For the purpose of this thesis, a working
definition of goal activation is presentedhdfen e acti vati on of goal s
by incidental exposure to stimuli in the surroundings is known as goal activatio

This implies that the persasmunaware of the effect of environmental cues on gogduit.

Thus, goals can be activated outside conscious awar@mesereby motivate and guide

the subsequent behaviour of individuadsakts and Dijksterhuis, 200®Bargh, 1990
Barghet al, 2001;Chartrand and Bargh, 1996usterset al, 2008;Fishbach, Friedman

and Kruglanski, 2003Papies and Aarts, 2016heeraret al, 2005. This processin

which the person is unaware of the effect of situational cues ompgaiit,is known as
automaticity or nonconscious goal pursuithe underlying assumption of automatic goal
pursuit is that goals are mental representations and are capable of being automatically
activated(Bargh, 1997).


https://www.ncbi.nlm.nih.gov/pmc/articles/PMC3005626/#R9
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC3005626/#R13
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC3005626/#R13
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC3005626/#R16

Goals can be implicitly activateby priming, a method widely used in social research

(Bargh and Chartrand, 200Briming is a process by whichdhoughts are activated

I n participantsd minds by causing the part
way that is unrelated to the focaltaskd (Gollwitzer and Bargh, 2005For example,

early work on priming research showsposure to trait adjectivésads the participants

to apply the samtraits wherheyjudge the behaviour of othegf8argh & Pietromonaco,

1982; Higgins, Rholes, & JoneBd77; Srull & Wyer, 1979Experments have provided
evidencethat priming leads to activation ohotivationst h a t gui de the pa
performance. For example, priming participants vétthievementelatedwords lead

them to perform better in subsequent tasks (Batgth, 2007).

Drawing from research that cues in the environment can activate cognitive structures and
implicitly affect behaviour of individuals (Bargh, 1990usters and Aarts, 200Bapies
and Aarts2016; Papies & Barsalou, 201 this research explores whether goal activation

can alter the health perception and appeal of beverages with salient sugar information.

In this study, the research attemptsto activate goals by primingthoughts of self or
significant others(pilot study 2) and enjoyment or responsibility (pilot study 3) goals
In particular, it is argued that the interaction between salience and goal activation
will influence the perception of the sugary beverage andrelated behavioural

outcomes (main experiment).

An online experiment is developédsed orextant literaturen the fields ofsalience,
goal activation anébod marketing.Quantitative data is collected frotonsumersn the
UK. The preseninterdisciplinaryresearctaimsto applythese concepts from psychology

to marketing. The research outcoemlains

1 How presentatiomf salient information (via different easy to understand formats)
affectshealthperceptiorandappeal of beverage.
1 Theinteraction between salience and goal activadiohealth perceptiorappeal

of beverage and related behavioural outcomes.



The study offers a comprehensieeperimentalesearctdesignandempirical analysis
Theresearcltontributesto knowledge atheoretical, methodologicahd empiricalevels

(Summers, 2001 hecontributions are briefly discussed below.

1. Theoretical contributions. The theory building aspexbf the research include

conceptual definitiom of salienceand goal activationthe development and
testing of instrumentsfor priming and measuringthe combined effects of
enjoyment, responsibility, self and other motivaticend the development of
theory alongwith accompanying rational&’he study contributes to literature
throudh the integration of theory on salience and theory on goal dotivd o the
best of stkhowledgewnd s$tuay currently exists that explores both
salience as well as goal activation in the context of sugary beveragahedhe
testing aspects dhe research include tesg the links that exist between, first,
salience andperception,and second, salience agdal activationalong with

related behavioural outcomes.

2. Empirical contributions. An important empirical contribution is the testing of

linkages between constructs that have not previously been testede3dasch
provides important insights for the empirical context in which the study is
conducted. The research also looks at additiomariables like health
consciousness andkepticism within the context of perception of sugary
beveragesand integrates consumers in the research at the stage of eoncept
development, definition and impact measurem&uath researclhasbeennot
empirically conducted in the fieldf food marketing

3. Methodological contributions. From a methodological perspective, firesent

study uses a combination of methods to prime the participare. study
contributesdby developing and validating new scalegest the effect of priming.

The research uses measurement approaches that do not rely solelyrepostdf

thus enhancing the construct validity of the research. The use of different methods
of measurement reduces potential common method variadhisestudy can add

value to methodological knowledge by outlining how a range of priming
technigues may be applied by other researchers to understand how consumer

perception mayary basedon goal activationAs a result, this study offers



insights into theusability and applicability of’aried primingmethodologies to
the wider business contexAdditionally, this researclis performed within a
natural environment rather than under laboratory conditidimss provides
greater ecological validity to the reseah and thus a contribution tthe
methodology The method can be applied by researcherstidythe effectsof

goal activation within more natural environments.

1.2 Context of the study

The context of the studg discussed below from two perspectives:

1 Applied perspective
1 Public policy perspective

The @ntextof the study from an applied perspective

Fruit juice ischosenas a context to teshe impactof salienceand goal activationon
individuals' perception of health and appeal of the produdbre specifically, the
interaction of enjoyment/responsibility/self/other motivatiomsth salient sugar

informationlabelonthe fruit juiceis researched.

Fruit juice ischosen for a number of reasofgstly, althoughmuch research has been
conducted b the health effectsf sugay beveragesrom a medical perspectiidlalik

et al, 2008 Pereira200Q Schulzeet al, 2004 Welshet al, 2005 and on the marketing

of these beveragesgsearch is still lacking in theategory of fruit juicesA probable
reason could be th&b0%fruit juices do not have added sugdBSDA, 2015)andhence

they are not considerdad the category oSugarsweetenedeveragesConsequently,

while sugary beverages like carbonated drinks, sports drinks and energy drinks have
received muchattention recently (HMRC, 2018), frujiices have largely remained

untouchedy policy.

Secondlyfruit juice istypically seen as a healtldyink (Coelho, 2017and not seen as a
sugary beveragé& his misconception may be attributed to a halo effembds carrying
health claims are considered healthier by consuaratthese claims may discourage the
consumers from seeking furthmformation about the produdfWwilliams, 2005. The
concept of the O6health halod is derived
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of perceiverdo believe that a persarbject or brangbossesses additionabsitive traits

based on the recognition ofie desirable attribute (Chandon, 2014).

In the context of certain foodroducts, a halo effecian caus¢hem to be perceived as
healthy. For example, cookies labelled organic are considered lower in calories (Schuldt
& Schwarz 2010) orhigh sugar spostand energy drinks are considered healthy as they
prominently display one healthy ingrediemtufnar, Park & Onufrak, 2015Pirotin,
Becker and Crawford, 20)14Consequentlyhealth halos leadconsumers to choose
sugary beveragesmknowingly(Chandon and \Ahsink, 2007). Advertising of fruit juices

is cleverly designedtincrease emphasis on vitamimgnerals andruit content, thereby
overshadowing the harmful sugar conténtorderto make consumers notitiee actual

swar content in these beveragdsnay be useful to makseugar ontent information

visible and quick to comprehend $mtconsumers make informed choices.

The ontextof the study froma public policy perspective

From a public policy perspective, the context of fruit juice consumpidsrevast impact

on people irthe UK and worldwide Studies have suggested consumption of fruit juice

is harmful because of its high sugar content and low levels of fibre (Wojcicky and
Heyman, 2012) and linked the consumption of fruit juice to obesityelated diseases
(Bray et al, 2004; Schulzest al, 2004). However,riit juices are promoted as UK
governmentsh a day nutrition plan which encourageke public to eat at least one
serving of five to seven fruit or vegetables in a ddgst notably,although the 2018
sugar tax in UK targets sugar sweetened beverages with high sugar content, fruit juice
and milk are completely left out in this tax scheme. The sugar tax on beverages aims to
tax sugar sweetendakverages thus hoping that increased cdsteter the consumers

from drinking these beverages and the tax collected will be directed towards health
promotion activities. Although this initiative will bring in some revenue from the sales,
the policy leaves much to be desired. Since fruit juiee® lbecome an essential part of
modern diets, it is essential that fruit juices are portrayed as high sugar beverages rather
than being discounted from such policiésrhaps there is a need for a clear and concise
message from the government regardinghlsugar content of fruit juices. This may
enable the consumers to make informed choikkse specifically, the rising obesity
trends due to excessive liquid sugar consumptos leading to myriaddebates,

discussionsnd actionsn the public andprivatesector to reducsugar consumption
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As well as an increased academic interest in heuristics and goal priming for social change,
a great deal of public and media interest has been generated in the field of health
behaviour changd-or examplein the domain of alcohol and tobacco marketing and
advertising,marketingcommunications are not permitted to suggest any therapeutic
qualities. Among other initiatives, government has taken measuresdieasing taxes,
regulating place of sale, age restaos, exhibiting warning labebnd instilling a culture

of behaviour change by means of phone apps and Change4Life campaig result,
academi@ns, businesses and governments are proactively employing resources to
develop practical strategies aimedtahanging behaviours for the betterment of the
society(Dolanet al, 2010;Daviset al, 2015 Hunteret al, 2017. For example, the UK
Government 6s EAST model devel opR,dOL®)Y t he
focusses on applying key conceptshedristics and bias to bring about social change
The model emphasizes that making information easy, attractive, social and timely leads

to desired behaviours in individuals.

In the context of food products, government and the private sector have comiih up
strategies to displagccuratenutrition information sahatconsumers can makeformed
choices. Howevernot all strategies mayeach the desired outcomEor example,
research has shown that although consumers seem to be familiar with the notion of
calories on nutritional labels, they do not seem to understand how to apply those (Kleef
et al, 2008).Moreover, the situation isompkx in instances when food products carry
health halos, which make the food appear healthier than it actually is (Chandon, 2012).
For example, fruit juices contain high amounts of sugar, yet are consiceaitiay(Gill

and Sattar, 2014)n such cases, it bemes imperative to consider the effects of cues in

the environment that may alter the perception of the product.

The enhanced understanding of salience and goal activation icotiext of sweet
beverages may be helpfulatiow the public and privateestors to plan, implement, and

manage various strategies to allow the consumers to make better and informed decisions.

1.3Background to the research problenfrom an academic perspective.

Early research ohehaviour wadvased on théheorythatmaking changes tohanging a
p e r sconsaosshoughtswill lead to changes in behaviour (eAgzen, 1991; Bandura,
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1998;ProchaskandDiClemente 1983;Rosenstock, 1966). However, recent research
suggests that intentional control of behaviour carirbigédd (Webb and Sheeran, 2006)
and that behaviour change efforts meshsidemonintentional routes to action such as
automatic goal pursuitB@rghet al, 2001; GollwitzerandBargh 2005).Furthermore,
recent researchincreasingly attribute goal priming to cues in the environment
(Barghand Chartrand, 2000 CustersaandAarts 201Q CustersandAarts;
2005,Custerset al, 2008;Sheeraret al., 2005). This implies thatgoatdirected
behaviour can originate from cues in the environnfeapies, 2016).

Researchers have stressed the necessity to addreksmmoblated to food choices by
interdisciplinary aproache@oster, 2009). More specificallyosial researcherbave
mentionedthe importance ofgoal activationin facilitating favouable behaviours
includinghealth behavioursuch adetterfood and beverage choicé@sidwell, Hasford
and Hardesty, 2018/aimaran and Fishbach, 201Hapies, 201,6/Nilcox et al, 2009)

The rationale for investigating the impact sélience and goaactivation onthe
perceptiorof beveragess to provide empirical evidence for the value or lack thereof of
these conceps to health halos obeveragesand consumersThe impact of different
motivations on the health perception and appeal of beveragdsewiVestigated. The
study will also focus on behavioural outcomes. Thereby,atiiBhed howsalience can
affect health halos artllow consumergerceive sugar information differently based on

the activated goals.

The focus of this thesis is to expldie impact of salience and goal activationto@
perceptionof sugary beverage3he first aspect of this research igo explore how
salience can be utilized to overcommisleading health halos ofsugary beverages.
Whenit comes to consumer decision making fmod and beveragegeople often
unintentionallymake less healthy choicé€handonand Wansink 2007).0One of the
reasons for these unfavourable choices has been attributed to health bias or popularly

termedashealthhalos.

Research has shown that consumers categorize foodéheadthyp or dastyp
(Raghunathan, Naylor and Hoy2006 Rozin Ashmore, and/larkwith 1996) and often
make inferences about the product by overgeneralizing the labelling information
(Andrews,Netemeyer and Burton 199&ardesPosavac andCronley2004). In

10



comprehendingext, consumers are likely to draw inferences and meabeygsnd what
is directly stated in the text (Harris 198This means thatomsumersypically draw their
own inferences while assuminthat the advertised informatiors lawfully true
(Johar1995). Both categorization and inferenogaking lead to the creation of a
healthhalo. This halo effect may lead the consumers to believe that the fanddl
healthierthan it actually ifChandonand Wansink012).@Consumers view a food as
healthier if it carries a health claim and tidmalod effect may discouragthem from
seeking further nutrition informati@n(Williams, 2005).These healthalos may lead
consumerso choosaunhealthy foodinwittingly (ChandorandWansink 2007).Hence,
the first aim of this research is to understand if salience can leetool to overcome
health halosin beverage decision making.More specifically, to explore the impact
of salientsugar information on the health perception and appeal of fruit juices.

The secondaspect of thisresearch isto explore how goal activation can affect
perception. A g o a l i as a abgnitivie regrabentation afdesiredendpoint that
impacts evaluations, emotions ahde h a v i(Fishback and Ferguson, 20(. 3.

Goals exist as cognitive representations or knowledge structures in memory (Bargh, 1990;
Hull 1931; Kruglanski, 1996)Goals are constituted byweb of inteconnected memories
(Fishbach and Fergusson, 200aHd activation ofthese memoriegan lead to the
activation ofthe aseciated goals (Bargh, Chen, & Burrows, 1996; Devine, 1989).
Furthermore, the likelihood of a goal being activated depends oactiessibility of
memories at a given moment (Higgins, 1996; Anderson,)1983

Research has demonstrated thaatdirectedbehaviour can result from situations and
cues in the environment, without conscious awarer(@&ssgh and Chartrand,999
Papies 2016). For exampleexperiments in which participants were presented with cues
related to longterm health goalsiggeredgoatdirected behaviouRishbachet al, 2003).

Goals can also include the representation of individuals (e.g., a padniig)avhich

implies that relationship partners can activate goal representaonsxample, research
hasshown that being reminded of a signifi
performance at a task (Shah, 28032003p. In line with this research studes
havealsosuggested that people make different decisions if they choose for themselves

or if they choosefor others Polman 2010).
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The research aims to explorehow perception and choices diffewhen consumers
make choicesn states of enjoyment/ reponsibility and when they are thinking of
themselves or significant othersTheliterature reveals a need fibre conceptualisation

of goalactivation fromthe consumeperspective so that consumers are directed towards
healthier choiceg¢Aarts, 2007 Papies, 2016, Papies and Hamstra, 2@Hpieset al.,
2014 Van der Laaret al., 20179.

A fictitious brand of fruit juicas developedn this study. This product is utilized in an
experimentto investigate thempact ofgoal activationon theperceptia of fruit juice
and related behaviouralutcomesThis is achieved byt) testing howsaliencecan be
integrated withconcepts from goal activation whidédso2) incorporating existingeal

life products in the markeébd provide goracticalcontextto the research.

1.4Research questions and research tasks

This section presents thiesearch questiorend tasksdesigned to explore th@le of
salience and goal activatiamm the perceptionof beverages andelated behavioural

outcomes.
The key rgearch questions are:

1. How does salience alugar information affechealth perceptionand appealbf
beverages?

2. What is the interplay between salience (salient/salient) and goal activation
(enjoyment/responsibility/self/othgioal activation in affecting perceptions of

beverages and associated behavioural outcomes?

The tasks employed to answer these research questions are mentioned below:

Task 1: To design a brand of fruit juice and find thestunderstoodormat to covey
sugar content informimn.

Task 2: To design and conduct an exercise to prime goals of enjoyment/responsibility.

Task 3 To design and conduct axercisgo primetheconcept of self/othegoals

12



Task 4 To explore and explain the interplay between nonconsciouspgioghg and
self-other choices in affecting perceptions of beverages and associated
behavioural outcomes.

Task 5 To outline the research findings, conceptual and practical implications for

scholars, practitione@nd the government.

1.5Research activities
The following research activities are carried out to answer the research quastions

fulfil the tasksoutlined above.

(1) Literature review. The literaturaeview isa compilation of the extaméseachin a
particular domainlt beginswith an explorabn of the aresof salience biasind goal
activation focussing on the topic related to the unintended consumetiexcessive

liquid sugar in fruit juices.

(2) ResearchObjectives During theliterature review process, the research objectives
are likely to berefinedand focused by the researcher. Well defined research objectives
may lead the researcher to conduct specific analysis, including studying defined areas

salience and goal activatioand speific methodologies

(3) Primary research and hypotheses Based on extant literature, hypotheses are
presented. Nextneasurement instrumendse identified, selected and adapted to meet

the research objectives of the present study.

(4) Quantitative pilot studies Threequantitative pilot studieare conducted followed
by a main studyThe first pilot study helpto provide the building block (prototype) for
successive studiesThe secondand third pilot studiesallow for refinement of the

measures.

(5) Rdinement and hypotheses building Results of theséhree pilot studies help to
improve the design of the main study.

(6) Measurement instruments selection and experiment design revisiochhe chosen
measurement instruments are refined and revised baseitbbstpdies 2 and 3. The

experimental design for the main study is reviewed and refined further.
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(7) Experiment developmentThe experiment is developed to include priming methods

to activate goals and visuals of various beverages to be tested.

(8) Statistical instrument selection.Suitablesoftwareis identified for dataanalysis
First,data is cleanetbllowing the standardtatistical proceduredlext, tests are run on
SPSS statistics 23 software.

(9) Data collection for the main study.The ®If-comgdeted online questionnaires are
administered iduly 2017and August 2017The surveys ar@dmiristeredusing an online
platform on Qualtricsoftware andlistributed by ProlificAcademic.Data is code@nd
entered into SPSS Statistics 23 for further cleaning and preparation for statistical analysis.

(10) Analysis, interpretation and reporting of results.The data isnalysedo provide
relevantresults usingstatistical softwareThe theoretical and pecacal implications are

presented followed by a conclusion.

The research activities are presergephically in figure 12 on the nexpageso that the
reader has a clear picture of the activities and the chronological order in which these
happened. The chapter number in each box indicates which section of the thesis reports

on each of the research activities.
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Table 1-3. Summary ofresearch stages undertaken in this study

Time Sample  Thesis

Study Frame (N) chapter Main focus Purpose/Key concepts/Outcomes

Purpose: To design a product and test which sugar informa
Chapter6 &7 is best understood.

Pilot study Section 6.51.1 Development and testing gfiice bottles Key Concepts Saliencejudgemenunder uncertainty.

1 Feb1l5 139 &76.1 and juice cartons Outcomes Teaspoon label was most widelpderstood.
Purpose To testthe effect of selfither priming on the

Chapter6 &7 perceptiorof beverage.

Pilot study Section 6512 Priming for selfbther and effect onthe Key Concepts goal priming, sentence unscrambling task.

2 May-16 109 &7.6.1 perceptiorof sugary beverage Outcomes Beverage was perceived healthy by other conditi
Purpose To test the effect of enjoyment/responsibility primi
ontheperceptiorof beverage.

Chapter 6&7 Key Concepts goal priming, sentence unscrambling task.

Pilot study Section 65.13 Priming for enjoyment/responsibility an Outcomes Beverage was perceived healthier by enjoymr

3 Oct16 103 & 761 effect onthe perceptiorof sugary beverage condition.

Purpose To explore the combined effects of goal priminglos
perceptiorof beverageand related behavioural outcomes.
Chapter6 &7 Priming for selfenjoymentgelt Key Concepts storytellingtask for goal priming
Main Sections.s2s €sponsibilityotherenjoyment other Outcomes Strongrelationship between
study Aug-17 559 76.1 responsibilitygoals enjoymentresponsibilitypriming and perception of beverage.
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1.6 Structure of the thesis
The present chapter presents a brief overview of the ressardhwith the background,
context and a brief description of treseach questions and taskis. addition the chapter

presentghestructure of the thesis and a summary of the results.

Chapter 2. The second chapter defines the concept of salience by reviewing literature
within the fields of psychology and marketing, followed bipeusedreview of stidies

in the field of food and nutritianThese studiespecifically addresthe role of salience

in the perceptiorof food and beveragéabelling. Furthermorethe chapter discusses the
importance ofvisual saliencein decisioamaking Next, the chpter presents the
associated research hypotreaad concludesith a brief summary.

Chapter 3. The third chapter defines the conceptgoal activation and primingy
reviewing relevant academic literature within the fields of psychology and marketing,
followed by afocusedreview of studies in the field of food and nutrition. These studies
specifically address the rotd goalactivationin food decisions and hehlbehaviours.
Furthermore, this chapteddresssthe ole of selflother motivationsanddiscusses the
importance of selbther priming indecisionmaking The chapter presents support for
selecting enjoyment/ responsibility and self/other primes in thbysNext, the chapter

presets theassociatedesearch hypothesend concludes witha brief summary.

Chapter 4. The fourthchapteexplains thghilosophicaunderpinnings of the studyhe
chapter discusses the chosen research philosophy that helps to justify methodological
choices. The ontological and epistemological assumptions along with limitatitims of

chosemmethod are addressed.

Chapter 5. This chapter outlines the researchtimoelology employed in this study. It

describes the methodological considerations underlying the selected research design.

Chapter 6. This chaptediscusses the researdksign, whichincludesa descriptionof
research population, sampling strategy and -dali@ction procedures. The chapter
proceeds to describe instrument development, testing and analytical techniques to test the

hypotheses.

Chapter 7. The chapteexplainsdata collection and analysdataentry, deaningiinitial

examination and provides a summary of the demographldse chapter outlines the
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proposed hypothesetests the hypotheses apesents the results of the experimental

research.

Chapter 8. This chapter psentghe research implications amdntibutions to theory
and practice. Next, the chapter acknowledgesearch limitations angresents

recommendations for further research

A routemap of the structure of theesisis provided in figure 43. This figure brefly

summarises theontent of each chapter.
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Chapter 1:
Introduction and

overview of the
thesis

Presents the
purpose of the
research and its
contributions.
Defines research
guestions and
outlines the
structure of the

Chapter 4
Research

Philosophy

Explains
philosophical
underpinnings of
the study. Outlines
limitations to the
chosen research
philosophy.

Chapter 2: The

concept of
salience

Presents a review
of literature on
salience and
provides a
working definition
of salience fothis
research. Presents
the related

research

Chapter 3: The
concept of goal
activation

Presents a review
of literature on
goal activation
and its application
in the domain of
food marketing.
Presents the
related research
hvobotheses.

Chapter 5:
Research

Methodology

Presents the
methodological
considerations
underlying the
selected design.

Chapter 6:
Research design

Describes
instrument
development,
testing and
analytical
techniques to test
the hypotheses.

Chapter 7
Hypothess testing

and results

Explains data
collection and data
preparation.
Presents
manipulation
checks and tests
hypotheses.

Chapter 8:
Discussiomnd

conclusion

Discusses the
results. Outlines
overall research
contributions to
theory and
practice. Presents
research
limitations and
directions for

Figure 13: Route map of the thesis
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1.7 Conclusion

Even thoughresearchstudies arerying to understand how consumers comprehend
nutritional labelson food producteind make consumption decisigesnpirical evidence

in the area of beveragkecisionmakingremans inconclusive and lacking. There is little
research about the consumption of beverages with health halos. bewesagehave

high sugar cotent butare perceived dsealthyandlead to unintendedverconsumption.
Although thereis someresearchthat focusses ogoal primingin the domain of food
decisionmaking research is lacking in the domain of sweet beverages, more specifically

beveragesvith health halosfor examplefruit juices

A possible explanatioffor lacking researcimay be thathe issue ofxcessivesugar

content in fruit juicehasonly recentlybecome knownConsequentlythere have been
calls by academgio theU K  Go v e r n me dive-&daydguidalimeseta ftuit juice
from this campaign(Gill and Sattar, 2014V ojcicki, 2013.

Another eylanationfor this research gamight lie within thefood-marketingdomain.
Althoughgoal activations commonly applied the domain of advertising and product
promotionby the profitable private sectahe concept has been less researched from a
public policy and social marketing perspectivethe domain of food and beverage
marketing Therefore, in this research is importantto explore not only the effect of
salient nutritional labelbut also how and why individuaterceive the product based

their goals.

Hence the present thesis ainsexploreif thesame informatiomn a label is perceived
differently, according tdhe different goals that are activated in the individuglst, this
thesis addresses the outlined issues. Second, this aitudyto enhancéhe current
understanding of goal priming and salience bias. Third, this Steelys tcaddress ta
guestionof whethersalient nutritional label on a product and goal priming together

affectthe perception of sugary beverages and consequently the choice of beverages.

This chapter hadbriefly presentedhe context, background and thectivities to be
undertaken in this researchhe next chapter wilpresent thditerature related to the

concepif salience.
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CHAPTER 2. SALIENCE OF INFORMATION

2.1 Introduction

This chapter explores the phenomena of salience bias orecisionmaking and
salience in the context of food and beveragehoices Section 2.1 provids an
introduction and outlines the structure of the chapter. In Section 2.2, a brief
overview of the concept of saliences presentedand early theories are discussed.
Section 2.3discusses thebroad literature on salience anddecisionmaking. In
Section 2.4, therole of salience in the context of food and beverage is explored
Section 2.5presents the researchhypotheses.Finally, Secion 2.6 concludes the
present chapter.

The research framework ispresented in Figure 2below. The frameworkighlights
the relevant areas of the thessiat will be discussed in this chapter.

i (Chapters 2 and 3 | Experimental materials |
> v >
| Literature review | - +
Research philosophy
(Chanpter 1) | Questionnaire for pilot 1 |
(Chapter 4) *
| Pilot 1 |
Questionnaire for Questionnaire for
pilot 2 pilot 3
| Piot2 || Piots |
Results and discussion Data analysis thypotheses | Revision and modification |
< testina <+ v
(Chapter 8) (Chapters 6 and 7§ | Questionnaire fomain study |
| Main studv |
(Chapter 5)

Figure 21: Framework for the research design
(Highlighted areas are discussed in this chapter)
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2.2 An overview of salience.

In order to understand thogigin and idea ofaliencejt may be helpfuto step back in
time to trace the origin of this concept. This section provides a brief overview of the early
theories in social cognition that led to thentification of salience as a method or

cognitive shortcut to make judgements under uncertainty.

Contemporary research psychologyis guided by a class of theories known as dual
process theories (ChaikandTrope, 1999). These theories divide mental processes into
two categories depending on whether they operate automatically or intralledn
manrer (Posnerand Snyder, 1975; Shiffrinand Schneider, 1977)Processes are
considered automatic if they are elicited unintentilypaare outside awareness and
beyond voluntary control. These processes do not requéeye numberof cognitive
resource¢Bargh, 1994Gawronski and Creighton, 2018loorsandDe Houwer, 2006

Early dual process theories focused primarily on specific domains, shehasourand
attitude Fazio, 1990; Wilson, Lindsey, and Schooler, 20@@)ysuasion Chaiken and
Stangor1987; Petty and Cacioppo, 198@ypression formationHiske and Neuberg,

1990 Brewer, 1988 dereotyping (e.g., Devine, 198 and person perceptiofe.g.,

Gilbert and Malone, 1995Trope, 1986). More recent dual process models aim at
identifying geneal principles like reflective and impulsive processing, reflective and
reflexive processing and System 1 and System 2 processing (e.g., Epstein, 1994;
Kahneman, 2003; Lieberman, 2003; Strack and Deutsch, .2004)

This studyfocusses on orguchgeneralisednodel famously known abe Systeni and
System 2 processingiodel by Kahnema2003. The modeldescribeswo systems,
known asSystem 1 and Syste®) which aredriven byintuition or reasoningSystem 1
operates automatically andith least effort. ltconsists of thinking thais intuitive,
automatic, experienegased, and relatively unconscious. Systens Zeserved for
activities that require mental effortThis system is more reflective, controlled,
delibemtive, and analytical. Systeingeneratesituitions andeelingsfor systen2, and

thesentuitions turn into beliefandactionsis supported by system(Rahneman 2011

On receiving input from System $ystem 2 mayndorse, adjust, correct or block the

response depending on logwhile system 1 is guided by intuition, system 2jisded
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by my logical rules of referencéGawronski and Creighton, 2001 ®ut simplythe model
states thatvhen facedvith complex tasks, people use cognitive shortcuts or heuristics to

make decisions and choic@ssersky and Kahneman, 1974).

Due to cognitivecapacity limitations, when decision makers face clwibat require
excessive usef cognitiveeffort, it may bealmost impossible to use the full information
(Orquin and Loose, 20}3In such a situation, the decision makers may pay attention to
specificinformation by prioritizing the order of the informati@@rquin and Loose, 2013;
Simon, 195%. The information is prioritised by selecting a mental shortcut or heuristic
(Gigerenzerand Gaissmaier, 20110rquin and Loose, 2013ayne, Bettmanand
Johnso, 1992. Some examples of heuristics are satisfichiguristic Simon 1957
described wherein the perceiver seldogdirst satisfactory optionSome other heuristics
include lexicographic (Fishburn, 1974),limination by aspect(Tversky, 1972,
recognition heuristic (Goldstein and Gigerenzer, 1928ldstein and Gigerenzer, 2002)

andpriority heuristic(Brandstatter, Gigerenzer, and Hertwig, 2006)

Table 2-1. Judgement under uncertainty (summarised from Tversky and
Kahneman, 1974%)

Heuristics Representatives Availability Anchoring
Examples to find the probability | to find the to predict numbers
of an event belonging | frequency or based on a given

to a particular class plausibility of an value
eventparticular
development;

Biases - Insensitivity to prior | - Biases due to the | - Insufficient
probability of retrievability of adjustment
outcome. instances e.g. - Biases in the
- Insensitivityto sample| familiarity, salience | evaluation of
size. - Biases due to the | conjunctive
- Misconceptions of effeciveness of a | and disjunctive
chance. search set. events
- Insensitivity to - Biases of - Anchoring in the
predictability. imagination assessment of
- The illusion of - llusory subjective
validity. correlation probability
- Misconceptions of distributions.
regression.

*This table summarises the findings of Tversky and Kahneman, 1974
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Studies on heuristi@nd biases are based on the premise that in situations of uncertainty,
people rely on mental shortcuts rather than on complicated computational processing.
However, these heuristics mégpmetimes lead teevere and systematic er@fBversky

and Kahnemnan, 1974Kahneman, 2011)lInitially, three cognitive biases were
recognized by researcherhesebiaseswere 1) representativeness to find the
probability of an event belonging to a particular cl@¥savailability - to find the
frequency or plausibility of an eveB) anchoring - to predictnumbers based on a given
value(Tversky and Kahneman, 1974 able 21 outlines the three judgement@uristics

andresulting biass explained by Tversky and Kahneman (1974).

Thisthesiswill exploresalience bias, which is categorised under the availability heuristic.
Availability heuristic is employed when people assetbe frequency of a class or the
probability of an event by the ease with which instaces are brought tomindd
(Tversky and Kahneman, 19744 1124. The reliance on availability leads to predictable
bias such asalience retrievability of instancesand illusorycorrelation. This study
specifically focusses on biases due to retrievability of instances. Thigegrtpht if
instances of a particular class or event are easily retrieved, it will afgpéamore
prevalenthananevent with less retrievable instancest 8imply, if a subject igamiliar,
frequent or more probable,will come to mind easilySalience affects the retrievability

of instances. A salient event or picture is likely to be more available and easy to recall
than earlier events or less visible picturébus, his researchfocusseson making
information salient and accessible to the caumer so the information is noticeable

and is likely to affect the perception of sugary beverages.

In summary, whenfacedwith complex situations and numerous choicespnsumers
rely on someheuristic principles, to make simplejudgmental operations. Heuristics
are essential to decision making but sometimes can leda errors and bias. This
research explores salience bias product marketing and consumer perception
based onthe salientinformation. The next section explores thierature and concept

of salience in thepecificcontext of food and beverage choices.
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2.3 Salience and decision making

According to our working definitiorsalient information refers to information that is
quick to notice, easy to comprehend and accessible to the consungalience directs
oneds at t e n taieaimthetgiven scenariphe mformati@n contained in that
specific portion gains morettantion andweight in subsequent judgments by the
consumers (Taylor and Thompson, 198)e informationtowards which attention is
drawn maynfluence the behaviowf individuals(Kahneman and Thaler, 2006). In other

words,thebehavioummay beinfluenced by salient information.

Research has shown that peopledikely to take account of and remember stimuli that
are novel, accessible and simp{€heungJudge and Holbeche, 2015For example,
when consumers are presented with numerousultithey filter out information based
on what is easy to understand and accessible. This interplay of attention and choice has
garnered much attention in social reseafgllfaix, 2014Gennaioli and Shleifer, 2010;
Mullainathan, 2002and Woodford, 2012Research has shown tltEcisionmakersdo

not take into accourall the information available tthembut overemphasize the salient
information (Bordalo, Gennaioli, and Shleifer, 2012). For exangptudyon alcohol
consumption showed that making tlag bn products salient rather than adding it at the
till led to fall in sales. In addition, these salient taxegosted prices reduced alem
consumption (ChettyLooney and Kroft2009).

Salience has workealell in field experiments too. When faced with a complex situation,

where respondents were in a dilemma regarding multiattrithdgees an intervention

was designed taeduce the choices to auresticdecisionby making one attribute salient.

For examfe, providing the participants wittsalient informatiorregarding the risk of

possible infection, based on the ageonés partner, €dto a considerabldecrease in

teen pregnancsates(Dupas, 201 Recent research has applied the concept of salience

to decisions undetisk and shown that decision makesverweigh salient information.

For examplet he deci sion makerdés attwhetbuong i s d
lottery (Bordalo, Gennaioli, and Shleifer, 2012

The effect of saliencen capturingattentionhas been demonstrated in several different
domains. For instanceparketingresearch has shown that compared to less salient

alternativesyisually salien{colourful andoright packagingpresentation of products on
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supermarket shelvesaptue attentioneasily (Milosavljevic et al, 2012) Moreover,
salient attributes (such as product labettjact more attention attriteglow in salience
(Bialkova and van Trijp, 202@raham, Orquin and Visschers, 2002quin, Scholderer,

and Jeppesen, 20). Similar results have been demonstrated for salient website elements
and visually salient advertisements (Navalpakkam, Kumar, Li, and Sivakumar, 2012;
Lohse 1997). These studies hat@wnthe effect of salient information on capturiting

attentionof the consumers.

Salience bias rather than any other bias in judgement and detialong is investigated

in this thesis because of two reasons. Firstly, salience incorporates concepts of
accessibility, easy comprehension and quick to understand irtform&econdly,

salience is suitable for this context of fruit juices as the aim of this research is to direct
the consumerdéds attention towards the high
the salient sugar information will reduce cognitive dgffand help the consumer in

looking beyond the heal halo of fruit juice

In summary, salient information refers to information that is quick to notice, easy

to comprehend and accessible to the consumeBalience determinesiow visible or
noticeable the information is. Salient information is likely to affecthe thinking and
actions of consumers The next sectiorexplores extant research on salience in the

domain of food and beverages.

2.4 Salience in the context of food anbleverage choices.

Following the outline of the concept salience, his sectiorpresentsexisting research
on the application of salienaethe marketing of foodnd beveragedhe sectioriurther

explains specific research on salience in the domamutoitional labelling.

In theclutteredand chaoti@dvertising environmerttf today when consumers are faced
with myriad choices, attributes such agailability and varietyof food may not be
adequateto drive decisionslt may be helpful to increasée visibility of food at
consumer touchpointpg@ints of purchasendpoint of consumption For example, eye
tracking studiesi®ow that increasing theumber of products on a shelf with the label

turned out towards the customer placing familiar foods on top of tlshef (versus the
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bottom) increaseghe chances that these brarate selectedChandonet al, 2009
Chandon and Wansink 200Furthermore salientproduct features armore likely to

i nfl uence t he buetal,r2018). Reselts frosniamother stu@howa i n
significantincrease in sales of healthy foods in a fast freslaurantvhen the healthy
foods were displayed in a manner in which they were cleailyle and noticeable in the
menu (Downs Lowenstein and Wisdom2009). Similarly, in cafetrias displaying
healthy food at convenient locations and at eye leshlvesalso increases their
consumptionEngellet al, 1996; HanksJust and Wansink, 201Bhorndikeet al,, 2012).

Some other examples from extant literature satienceinclude a studyin which
consumersvere asked ithey would liketo downsize their side dishes. Tlsalience
manipulationwasfound to be effective as a portion contméasure(Schwartzet al.,
2012).Furthermore, research has shown ffadience of food also increases energy intake.
In a field experimentgandies were consumed quicker when placed in clear jars (hence
more salient) rather than in opaque j@ainter Wansink and Hieggelk&002).Some
other studies have showimatlarger advertisemen(shus salientpattract more attention

than smaller advertisemer{tsohse 1997).

Since this research aims to make the sugar information salient by presenting information
on the package l&h it is essential to look to extant research on food labellihg. next

paragraph outlines specific research on salience in the domain of nugitaing.

Nutrition labelling has been increasingly discussetthénfields of markeng and policy
(Baltas, 2001; Cowburn and Stockley, 2005; Drichoutis, Lazaridis and Nayga, 2006;
Grunert and Wills, 2007; Seiders and Petty, 2004) as these labels account for informed

consumer decisiemaking (Capaccet al, 2012).

Grocery shopping seerike amundane activity that is most likedyways done in a rush
Research shows thabresumers areften seeking to reduce the time spent on shopping
for groceries and food itemSilayoyi and Speece, 20043tudies have shown that
consumers may bghopping under time pressure or shortage of (Herington and
Capella, 1995)This time pressure can decrease consumer atteatibauseof nutrition
labelsand packaging elemenfgan Herpen and Trijp, 201 Warde, 1999 Under time
pressureconsunersare likely to skip and filter information oabels (Pieters & Warlop,
1999).
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Moreover, research has alsaggested that consumeargy not be paying adequate
attention toNutrition Facts labels (Graham and Jeffery, 20Ilhe reasons why
consumers do nahake an effort toead or understand food labesttributed tdfactors
such ashabit, time pressureunclearlabels,difficult to understand labels and excessive
informationon the food labglFSAI, 2009) On the other hand, althougbrse consumers
may understand some of the termisd make simple calculations and comparisdaris
difficult for them to interpret the nformation correctly and accuratelivoreover,
consumersnaybe unlikelyto understand all of the information provided (Gmsn and
Stockley, 2005). Recent research has fotiad information on labelswith multiple
health claims and complarformation canbe confusingfor some consumer@ritish
Heart Foundation, 2013Moreover research haalso suggested that consumers find
nutritioninformation presented percentages difficult tmterpret(Lobsteinet al, 2007
Mohan, Chandon, Riis, 2015

Research has demonstrated thhemwmaking food choicesonsumersremotivated by
health considerations (Glaet al, 199§. The consumers motivated by health are likely
to gauge the healthfulness of various food prodogtsarefully looking at theutrition
informationon labelgHesset al, 2012). However, consumeneagometimes unable to
comprehend thdabelling information Jones and Richardson, 2006n terms of
nutritional labelling of food ites, nutrition information labelsonvey health attributes
of products and mahelp the consumeio make a choice and reach a consumption
decision(Sonnenbergt al, 2013; Templeand Fraser, 2014)Nutrition labels arghe
foundations opublic policy interventiong food (Hawkeset al,, 2015).Nutrition labels
are perceived as highly credible and ased to guid food selections (Campos, Doxey
andHammond 2011), especially when a f @awdds
Jeffery, 2012).

Although consumers are interested in nutrition informat@runertand Wills, 2007),
there is a wide discrepancy between reported use and actual use of the nutrition
information(CowburnandStockley, 2005; Gortoat al, 2009; Grunerét al, 2010).

Recent studies hawdemonstrated thdhe time it takes to fix the gaze on a nutritional
label is inversely proportional tawisual salience (Orquiret al, 2014 and attention
capture Qrquin, 20140rquinandLoose,2014. Thisimplies thatsalientinformation is

likely to benoticedquickerandmore frequently than less salient informatiénway to
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alter the vsual saliencef a product is to cha@e the colour, contrast or orientation of the
object (Ittiet al, 1998). Visual salience can also be manipulatedhanging thanctor
lines on theproductlabel (Goldberg, Probart and Z&lQ99).Research studiesupport
the finding that salient labelsay lead consumers towards healthigoaldirected
decisions(Enax, Kajbich and Weber, 2015)able 2.1on the following pagresents

some of the studies that apply salieircehe context of nutrition labels.
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Table 2-2. Salience in the context of nutritional labels

Research

Findings

Itti et al, 1998

Changing the colar, contrast or orientation of an object can

manipulate visual salience.

Goldberget al, 1999

Visual salience can be manipulategalteringanchor lines on

theproduct label.

Goldberget al, 1999

Information is quicker to find at the top or bottom dabelthan

atthe centreof thelabel

Wedel and Pieters, 2006

An increase inthe surfacesizeof the label can make it more

salient.Pictures¢oloursimprove noticeability.

Jones and Richardso

2007

Traffic light systemin labelling (red, green, yellow) can draw

attention to relevant nutrients

Borgmeier and Westenhoefer, 200

Consumers understand colour coded labels better than

monochromatic labelddultiple traffic lights are perceived well,

Visscherset al., 2010

Package design affects nutrition information seavisual

clutterlowers attention to nutrition labels.

Orquin, ScholdereandJeppesen
2012 Bialkovaand van Trijp2011

Salient attributes ( product labebtfract more attention than

attributes with low salience.

Graham and

2011

Jeffery

Location of the label determines what the consumer views.

Bialkovaand van Trijp, 201; Orquin
and Scholderer, 2011

The easier nutrition labels are to understand and comprehen
more attention they garner. Consumers motivated by health

more attention to nutrition information

Orquin Gaze fixation isnversely proportional to visual salience

et al, 2012

Orquin Salient nutrition labelsare likely to appearfrequentand seen
etal, 2012 quicker than less salient labels

Althoughthe majority of prepacked foochas to exhibit mandatoryutitional labelling

(DOH, 2013)consumerareoftenconfusedetweerthe various claims (nutrient, content,

health claims). There have been calls by researcherbefber legislation so that

information andmessage®n productsare honest and easy to understainbcella &

Kennedy,2012).
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The aforementionediwdies show that making products and information salient makes
the products stand out and consequently ch&iene consumption can be predicted by

how consumezevaluate the product (Trudetl al, 2015), we proposedhvisually salient

labels can serve as inferential cuesdecisioamaking In the context of the research
question 1, this study proposes that making sugar information salient and presenting it in
an easy to understand format will lead consumers tdhgeactual sugar content and
subsequently lower the health perception and appeal of the sugary beverage. Thus, salient
sugar information may leatie consumers to ¢k beyond health halos of fruit juices.

In summary, the concept of salience has been useddely in the domain of food
advertising and marketing. Research has shown that salient information on food
labels can alter consumption decisions. More specifically, visually salient labels and
easy to understand labels are effective in nudging consumerswards informed

decisions.

2.5Hypotheses for experiment 1
Having reviewed theesearch osalience in the field of nutritional labelling adecision
making a set of hypotheseseproposed.

To remind the reader, salient and easy to understand information can serve as an
inferential cue for product perception atecisionmaking This isin line with studies

on judgement under uncertair{fiverskyand Kahnemarn 974 and visual salience (See

table 21). Researclemphasisethata generaflaw of least effoidapplies tomentaland
physicalexertion. Tls law asserts that people are likely to choose the least effortful and
least demanding way to achieve a g€hhneman, 2011 This research fausses on
applyingsalience to reduce the effort in reading and understanding the sugar content of
beverages. This is achieved by making the sugar content easy to comprehend and salient

so that consumers can make healthier choices effortlessly.

In line with our definition of saliencea bottleof fruit juice exhibiting salient sugar
information isdesigned for this experimentFour different formats are designed to
convey the sugar content information on the labels of the fruit juice packEuyese
products include cookies, candies, sugar cubeaardspoorof sugar.Simple formats

are chosen to convey the sugar content information such as everyday products that most
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consumersare likely to be familiar with. The labels are designed to belsinvsually
salient (largemage$, easy to comprehendygar informationn large numbepsand
accessible (front of pack placemem)similar bottle but without any suganformation
is also designed for this experimef@xplained in detail in chapter.5 Overall, five

different prototypes of the fruit juice adesigned for ta online survey.

After designing the fruit juice prototyp@a four different labels, it decidedo ask the
respondent two questions regarding the beverage. Bnhese

1. Healthiness of beverage

2. Appealof beverage
The reasondor choosing healthiness and appeal measures of perception of the
beveragare outlinel below.

1. Measureof health perceptionf beverage

Fruit juice is considered to keehealthy drinkand recommended by physiciansdés
source of vitamin C and an extra source of wafeteyman and Abrams, 2017
Healthiness igmentioned a®ne of the mostmportant reasons behind food choices
(Lappalainen Kearney and Gibney1998). Research has showrat when asked to
describe perceived healthiness of food prodwecissumers emphasize the importance of
health effects, nutrients and presence of beneficial compdRuilsinen, Lahteenmaki

and Tuorila 2000).Health is one of the most important food @eofactors (Rescotit

al., 2002).Based on these demands of consumers to obtain healthy food, beverages like
fruit juice are marketed aa healthy and natural source of vitamins. Fruit juice
manufacturers emphasise natural sourcing aldtigfunctionaland health benefits, thus
leading consumers to perceivfruit juices as healthy (EFJA016). Based on the
marketing information, consumers may often assume that juice has health benefits and
may be reluctant to associate fruit juvegh other sugarypeveragegBoling et al, 2009).

To remind the reader, fruit juices have high amountsattiral sugarand excessive
consumption isiarmful to healti{Shefferly, Scharf and DeBouer, 201Gill and Sattar,

2014; Lustig2012) This research is aimed at nradk consumers look beyond the health
halos of these sugary beverages and alter the healthiness perception of the beverage.

Based on the research that fruit juices are perceivedathy, theesearcher formulated
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the first question for the online survéiyn my opinion this drink is healthydto be
administeredbn a7-point Likert scale. This scale was presented after the participants
were shown a visual of the beveradée hypothesis related tbhe health perception
beverage is presented below.

Hla: Salient sugar information on the label will decrease healthinegserception of

sugary beverage.

2. Measureof the appealof beverage

Perception ofood productaffected bymanyfactors such as tastajour, sensory appeal,
food label thefront of pack images, advertisingersonal memoriegrice,price, health
benefits, brand etqKrondl and Lau, 1978 Since this study was based onlimed
sensory attributes such as taste addur could not bemeasured, itvas decided to
measure the ovetavisual appeal of the beverage. Sensory attribateproducts
determine theiperception and acceptanbg consumerglmran, 1999).Research has
shown that colour and appearance a#act the perception dfavour andacceptability
of the food(Hutchings, 1994; Kostyla andlydesdale, 1978).Moreover, visual images
have an impact on eatingehaviours(Spenceet al, 2016). Research haslso
demonstratethatappeal of foods considered one the most important choice fagtors
evaluating consunméood choicegLindeman and Vaaaren, 2000; Milosevik et al., 2012,
Onwezen and Bartgl2011).Furthermorehealthy diets and healthy food are appealing
to consumergBugge, 2015).

Based on the research that visual appeal influences the perceptionpobdoet and
healthy foods are appealing to consumirsresearcher formulated the second question
for the online surveg@n my opinion this drink is appealingd to be administeredn a 7

point Likert scaleThis scale was presented after the participants were shown a visual of
the beveragelhe hypothesis related to appeal of beverage is presented below.

H1lb: Salient sugar information on the label will decreasehe appeal of sugary

beverage

2.6 Conclusion
This dcapter provided an overviewf salienceand consumer perception. First, it
examinedexisting studies that apply the concept of salienBecad, the chapter
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provided a brief overview of theoncept of saliencdt was suggested thgudgment
under uncertainty often rests on simplifyihguristicprinciples or cognitive shortcuts.
Third, the chapter discussed the rolesafience in the context of food and bewgra
perception and consumption. Tbleapter concluded with presentatiorof theresearch
hypothess.

Interestingly, the literature review showed that althoughsomeresearchon visual
salienceis targeted on food, research is lacking in the field of beverages. More
specifically there is no research osweetbeverages with health halosthat lead to
unintended overconsumption.This thesis seeks to understahd role ofsalienceand
goal activationin affecting consumer perception of sugary beverages and related
behavioural outcomed-aving explored the extahterature on saliencehénext chapter

will proceed taddress the topic goalpursuit and goal activation
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CHAPTER 3. CHOICES UNDER DIFFERENT MOTIVATIONAL
CONDITIONS

3.1 Introduction

This chapter outlinesthe literature related to goal activation Section 3.1 provides
an introduction and outlines a structure of the chapter. Section 3.2xplains the

role of environmental cues in activating and pursuing goals. Section 3.3 provides a
brief overview of the concept of automatic goal prsuit and goal priming. Next,

this section presents recent criticisms of priming research. Section 3.4 discusses
the literature on goal activationwith a specific focus on food and beverage choices.
Section 3.5 presents the hypotheses for pilot studyI®. Section 3.6, the role of
enjoyment/ responsibility motivation in the context of food and beverage is
explored. Section 3.7 presents the research hypotheses for pilot study 3. Finally,
Section 3.6 concludes the present chapter.

To guide the reader, thiesearch framework, first presented in Chapter 1, is represented
in Figure 21 below, which highlights the relevant areas of the thesis structure related to
this chapter.

| Research problem | Theory and research | Instrument selection |
hypotheses +
i (Chapters 2 and 3 | Experimentamaterials |
— —>
| Literature review | *
Research philosophy
(Chapter 1) | Questionnaire for pilot 1 |

(Chapter 4) *
| Pilot 1 |

M

Questionnaire for Questionnaire for

pilot 2 pilot 3
| Piot2 || Piots |
Resultsand discussion Data analysis and | Revision and modification |
<+ hvootheses testina <+ v
(Chanter 8) (Chapters 6 and 7 | Questionnaire fomain study |
| Main studv |
(Chapter 5)

Figure 31: Framework for the research design
(Highlightedareas are discussed in this chapter).
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3.2An overview of goal activation

The activation of goals in peoplé sinds by incidental exposure to stimuli in the
surroundings is known as goal activation.Goal activationassumes thafgoals are
mentally represented as desired behaviours or outcof@slwitzer and Moskowitz,

1996). The concept that behaviour is directed by goals is supported by different models
and theories of human behaviour (e.g., Bandura, 1986; RyadrDecj 1985;Latham,
andLocke1990). In most of these models, the activation and pursuit of geedssumed

to be governed by the conscious mind. However, experimental research in the past two
decades has focussedgwatdirectedbehaviour under unconscious control (Custers and
Aarts, 2010). Researchers in this domain support that all behaviours start and unfold in
the unconsciougBargh, 1997; Bargh and Williams, 2006; Libet, 12850als can be

pursued by conscious intentionwrintentionally inthe nonconsciousnind.

In order to understand the origin and ideawtibomaticity in goal pursyitve need to step
back in time to trace the origin of this concept. This section provides a brief overview of
the early theories in psychology that led to the identification ofdheapt of automatic

or norrconscious goal pursuit.

A brief timeline that led to the identification of goal pursuit.

Beginning with the theory of New Look (Bruner and Postman, 1949), perception research
supported the idea of motivational and preconsciofisences in the perception of
environmental stimuli. However, this theory did not find many supporters in mainstream
psychology, as 1950s psychology was not ready to identify preconscious influences
(Erdelyi, 1974). The theory of attéon allocation (Bradbent, 195Vmade the idea of
early motivational screening of environmental stimuli seemingly probable. This was
followed by the era of cognitive revolution when experimental evidence of preconscious
perceptual analysis was reviewed (Neisser, 1967). éferth, automatic influences on
perception gained acceptance in psychology. Taldleatlines the major perspectives

of twentiethcentury psychology regarding the debate whetherthe behaviouris

controlled by conscious, nonconscious or the externat@ment.
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Table 3-1. Major perspectives of 20th-century psychology - ds behaviour

controlled by conscious, unconscious or external environmeni?

Theory

Perspective

Early  behaviouris]
theory (e.g., Skinnel
1938;

1913)

Watson

Behaviour is beyond conscious choice but is controlle

theexternalenvironment.

Bruner and Postmai
1949

Perceptual defence involves motivational influences or]

initial perception and awareness of environmental stimu

Self-theory Rogers
1957,
movement
(Kelly, 1955; Rotter,
1954 1960.

Humanist

Behaviour is adapted to the external environn

consciously The self is the mediator between environme

and the response.

Theory of attation
allocation
(Broadbent195%)

This theory of attention alt@tion made the idea of ea
motivational screening of environmental stimuli seemir

probable.

Neisser, 1967

@roblem of the executiv@n which the flexible choice an
selection processes are described as a homuranuditie
person in the he@dNeisser, 1967 this era of cognitive
revolution, the idea of unconscious influenoes

perception gained popularity

Chaiken and Trope
1999

Heuristic System Model of informationrgressing. Dua
process models state théehaviour is influencedby

conscious and automatic processes simultaneously.

Social cognition studies demonstrated that the outcome of information processing
experiments varied according to the particular tasks assigned to the participants
(Hamilton, Katz, and Leirer, 1980)hereafter, the focus shifted to task gogdderson

and Pichert, 1978Srull 198§. By the 1990s it was widely accepted that goals were
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represented mentally just like other social stimuli (Bargh, 1990; Kruglanski, 1996). This
era marked the recognitiaf automatic motivation. It was automatic, as it was not driven

by conscious choice (Bargh, 1994; Gollwitzer and Bargh, 129#)ough contemporary
psychologyaccepts both conscious and automatic or environmentally triggered processes
(Gollwitzer and Barly, 1996), some criticisms of goal activation and priming have

surfaced recently. These criticisms will be discussed in the next section (Section 3.3).

Automaticgoal pursuit assumes that goals can be pursued in the absence of conscious
awareness. An imptant foundation for this assumption is the research that humans
establish associations between the outcomes and the motor programs that produce the
outcome (Hommel, Musseler, Aschersleben, and Prinz, 2001; Jean2@dddPrinz,
1997).The goal and actianthat aid goal pursuis assumed to be parts of knowledge
structures (Aarts and Dijksterhuis, 2000; Aarts and Dijksterhuis 2003; Bargh and
Gollwitzer, 1994; Kruglansket al, 2002). For example, visiting a particular restaurant
may be connected to mew specific close friends or eating a special meal together.
Thus, when activating or priming a goal, a single concept is not activated, rather a rich
structure containing cognitive, affective and behavioural information is activated (Bargh,
2006). The automaticresponsesare developed when internal responses are paired
frequently with external evengSchneideand Shiffrin 1977). Initially, conscious choice
generates the behaviour, but when the behaviour is enacted repehiedbnscious
choicebecomes a redundant step in the process. This concept falls withné/illiam

Jameé book,principles of psychologyhich statethaté@any sequence of mental action
which has been frequently repeated tends to perpetuate itself; so that we findesursel
automatically prompted to think, feel, or do what we have been before accustomed to
think, feel, or do, under like circumstances, without any consciously formed purpose, or
anticipation of result§(James, 1890, 235).

In summary, activating or priming a goal activates the cognitive, affective and
behavioural information associated with that goal. To understand this concept
better, it is imperative that the reader understands how goals can be pursuds
activating related goals. Toachieve this,the next chapter introduces goal pursuit

and goal priming.
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3.3 Goal pursuit and goal priming

Having introduced the concept of goal activation, fleistion proceed® explore the
automotive model of goal pursuit and presents literature on priming along with recent

criticisms of priming.

Automotive model of goal pursuit

The automotive model assumes that goals raemtal representationthat can be
automatically acvated byfeatures in the environmenthe theory furtheassumeshat
once activatedhe goad operatdike consciosly and intentionallyctivatedyoals(Bargh,
1990; Gollwitzer and Bargh, 1996; Kruglanski, 1996).

Research demonstrates that sooigresentationsuch adrait conepts, attitudes and
stereotypescan be activad automaticallyFor example, features of observed social
behaviours corresponding to a particular trait asgchonesty or aggressivenessfuan,
Newman, and Moskowitz, 1996asily identifiable physical features for stereotypes and
presence of an object in the environment (Fazio,1986). Similar studies were based on the
concept that automatic associations are formed between various representations that
makes them consistepthctive in the memory simultaneously. Put simply, automatic
associations are formed between environmental features (e.g., attitude objects, or
common situations and settings) and other representations (e.g., evaluations or
stereotypes, respectively) andese associations are consistently active in memory
simultaneously (Hebb, 1948).

Similarly, if goals are pursued consistently and repetitively in certain contexts, it is likely

that goal representations will be activamdomaticallyby exposure to thesmntexts.

(Chartrand and Bargh, cited in Elliot amdlvecke 2007). For examplef a given

individual alwayseats e al t hy food at a particular frie
eatingis likely to be activated in the presence of that friefilde auomotive model

predicts that a goal that is activated automaticallgarsciouslywould have similar

effects on behaviour and thought. The next section presents research on how goals are

primed, a process known as goal priming.
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Goal Priming

Priming refers to the activation of knowledge structures by contexts in the present
situation (Bargh, Chen and Burrows, 1996). More specifically, goal priming refers to the
activation of a goal bythe presenceof cues in the environmenfhe cues affect
information processing and behaviamnd leadthe perceiver tpursue the primed goal
(Custers and Aarts, 2010). This section presents research on how goals are primed outside
conscious awareness. Furthermore, examples of indirect and direct goal priming are
presented. This section shows that goal prinmvay also lead to increased motivation

and effort.

To test whether goals could be activatedomatically researchers applied the priming

or unrelated studies design (Baggid Chartrand, 2000). In this ds, the concept under

study is first primed by causing the participant to think about it in some way that is
unrelated to the focal task that comes next in the experiment. For example, to activate the
concept of achievement, the subject might be expassgrtonyms of achievement or
engage in a sentence construction task (Srull and Wyer, 1R@&8¢arch supportbat

this taskmay activate the primed concept without the participant realizing it (Higgins,
Bargh, and Lombardi, 1985). This activated concegt mfluence the subsequent
experiment without the participant being aware of it. Researchers (Chartrand and Bargh,
1996) used this paradigm to test if goal representations could be primed. Their findings
suggested that goals could be primed, and prodilmedame outcomes as consciously
pursued goals. Subsequent studies found similar effects with a varietgogodis. For
example, primin@chievement caused participants to score higher on verbal tasks (Bargh
and Gollwitzer 1994; Bargh, Gollwitzer, L&ghai,Barndollar and Trétschel, 2004hd

priming the goal of cooperation caused them to make more cooperative responses (Bargh
et al, 2001).

Further experimentation demonstrated that gpaming may lead to increased
motivation and controlFor exampleparticipantgpersisted longer while solving puzzles
and exhibitedncreased flexibility on the Wisconsin Cagwrting Task (Hassin, 2008),
which is used to measure flexibility in cognitipeocessingMiyake et al, 2000) In

another study priming the concept of power causgahrticipants to behave in
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stereotypical ways (Barght al, 1995; Chen, Le€hai and Bargh, 2001 In these

experiments, the goal was primed directly by presenting synonytims pfimed concept

Research has also showhat goals can be activated indirectly through their association
with the primed situational featurd®ecent research has explored the role of cutsein
socialenvironmenthatare likely tomotivate people to pursue specifjoals.Through

their associations with particular goals, these aspedtsectly prime or activate goal
representations. For instance, research suggestgadlatcan be triggered when people
observeand infer from the behaviourof others This effectis termeal goal contagion
(Aarts, Gollwitzer, Hassin, 200Dijksterhuisand Aarts, 2007; Friedmaet al, 2010;
Loerschet al., 2008). Research has demonstrateat on observing the behaviour of
others, participants in the study were motivated to perform the Isana&iour(Aarts et

al., 2004) In this research, storytelling task is used in the main experiment. It is probable
that participants infer behaviour from the story and automatically set and pursue similar

goals (Chapter 6).

Recent criticisms of priming sudies

Recent criticismsof priming include studies that suggest that behavioural priming
methods need further research before being considered as an established phenomenon
(Doyenet al, 2012) Questions have been raised regarding some of the prinfegsef

The reason for this criticism is that some studies were unable to replicate the results
(Doyen, Klein, Pichon, & Cleeremans, 2012; Harris, Coburn, Rohrer, & Pashler, 2013;
Shankset al, 2013). Researchers have expressed doubt about the reliabiity
existence oftsocial priming (Kahneman, 2012). Furthermore, researchers have also
questioned the psychological plausibility of the processes by which priming occurs
(Harriset al, 2013).

However, despite some results not being replicated in thardtory, the method is
considered robust for being applied practicallyaatworld situations (Bargh, 2014).

Researcharhave suggested that priming effects must be expéatedry according to
different populations and the experimental approaengsloyed To expect invariance

in all studies wouldneandenyng the complexity of human behaviour (Cesario, 2014).
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To address the criticisms in future research, it is suggested that firstly, researchers must
communicate with great precision and provieledence for all theassumptions and
secondly, priming researchers must recognize and assess all the factors that are known to
qualify the effects being studied (Molden, 2014). It is also essential that researchers

replicate the effects and provideeasoableeffect sizg(Cesario, 2014).

The automotive model is based on two tenets: that goal structures can be
automatically activated, and these goals, once activated, produce the same effects as
conscious goals. Research findings indicate that the mere @etion of a goal
representation is sufficient to motivate people to work on the primed goal without

conscious thought and intent.

3.4 Activation of self and significantother goals

Based on the aforementioned literatuhat shows that goals or relatial linkages can

be triggeredand pursued by situational featuréBargh, 1990; Kruglanski, 1996) this
study aims to explore the effect of self and other motivations on food decision making.
This research aims to present the respondeitls sglf or significantother primes in
order to explore the effect of relational priming on the perception and choices of

respondents.
Self

Before we move on to explore the role of relationship partners in motivation, it is essential
to defi ne t hesigrifieantms h énscénimorddiseoursk, the term self
often refers to a warm sense awarm feeling that something is aboutm@yserman,
Elmore, Smith2012, p.71). Self-conceptsare formed of attitudes or judgements and are
useful inunderstandig the world aroundus. Selfconcepthelps individualsto pay
attention to desired goal®©yserman & Markus, 1998Researchers have identified
numerous representations of the séhe earliest research (James 1890), distinguished
between material, sociand spiritual selves. Sediwarerss igegardedas the building
block for the functioning of humasociety(Miller, 2007). Later, the seHdiscrepancy
theory (Higgins, 1987) defined three basic domains of the #adf actual self, the ideal
self and theught self. The actuaklfrepresentthe attributes a person actugilyssesses

the idealselfis the attributesandaspirations that a person would like to possegsthe
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ought self represents thattributes onebelieves one ought to possess sucliases

obligations, or responsibilities.

Research has alstistinguishedbetween private and public selves (Baumeister, 1986;
Greenwald & Pratkanis, 1986; Tirandis 1999). This difference bettveemner self,

which is private, and the outer self, which is the self that is portrayed to others, has helped
in understanding the differeselvesand the implications foemotion behaviour and
cognition. Further research has focussed on how culture influencesviiepaeent of

these selvesStudies have emphasized the differences in selves between consumers from

eastern and western cultures (Markus and Kitayama 1991).

An individual's seHimage and his interpretation of his own experiences are inherently
linked tot he characteristics of Ioiseddsble ooci ety
individuals to see themselves from varied perspectives. These perspectives include
viewing oneself as an individual or part ofgeoupor viewing oneself at the present
momentor ata pointin time in thefuture Oyserman & Markus, 1998Different aspects

of identity may beome salient at any moment in time (Hillenbrand and Money, 2015).
Furthermoreat a point in time, whether people consider themselves individualistically
or colledively depends on the immediate c&eoplemaybe primedto think of either
self-conceptdepending on the salient cudsor example, storytelling tasks regarding
family or an exercise with different pronouns (me/us) showed that people behaved
differentlywhen primed with different setfoncepts (Trafimow, Triandig, Goto, 1991;
Triandis, 1989; Khnen & Oyserman, 2002; Oyserma&imore and Smith, 20}2

Significant others

As the name suggestssignificant others someone who isxtremelyconsequential and
importantina p e r s am drsvhoin ithé gerson ibkely to dgoend for emotional
support(Anderson, Glassman and Gold, 1998, Higgins et. al., 1988search has
shown thasimilar toself-repregntations significantotherrepresentationareorganized

in the memory(Markus, 1977). Sincéhe referenceto a familiar concept is likely to
enhance memory (Bower & Gilligan, 1979; KeerdaBail let. 1980) significant other
representationarelikely to be employed as efficient mery structurestAnderson and
Cole, 1990)Research also suggests that the self is defined partly in relation to significant
others (e.g., Andersest al, 1997; Aron, Aron, Tudor, & Nelson, 1991; Baldwin, 1992;
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Hinkley & Andersen, 1996; Markus & Cross990). Research has shompee o p| e 6 s
identities or selconcepts motivate them to take action toward their goals (Oyserman,
2009a, 2009b, 2015). This implies that consumers can be primed to think of themselves
or significant others depending on the presesitgtional cue.

The presence of a significant other can serve as a situational trigger for goal pursuit.
Researctound that participants behad#ferently when primed witlthe conceptof a

family member or friend (Fitzsimons and Bargh, 2003; Kraus Ginein, 2009; Shah,

2003). In a study among undergraduate students (Fitzsimons and Barghp2608Yy

the participants tuggerdthetniotevationformehievementasnd n a me ¢

priming with names of close friends primed Helgbehaviour.

In aseries of experimesgtthese goapriming effects have been replicated and extended

to represensocial stereotypes (Aarét al, 2005; Custerst al, 2008; Moskowitzt al,

1999). For instancepeople automatically pursue stereotypical roles wemed by

group goals Furthermore, research has shown ittt peopleare likely to exhibit
behaviourthat fits their identities (Oyserman, 2008). For example, a participant may
behave differently based on participantos
at the given momentn the main experiment in this research, the cueing intervention
specifically primes the concept of family members and the participants. It is probable that

the mention of family members may lead participants to pursue varied goals and to

behave differently.

Research has demonstrated that relationship partners play a powerful and strong

role in affecting individual 6s i nterpersc
2003).Representations of significant others are stored in memory and are connected

with the self in memory via significant-other or relational linkages. Furthermore,
theserelational linkages can beautomatically triggered and pursued bycues and

situations in the environment (Bargh, 1990; Kruglanski, 1996). Based on the
aforementioned research, thisstudy aims to explore the effect of self and other

motivations on food decision making.
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Some examples of selbther research and decisiormaking

As discussed previously, goals are stored in the memory as mental representations and
are capable of beingctivated (Bargh, 1990; Kruglanski, 1996). In the presence of
appropriate stimuli, the links between the stimuli and the mental representation are
capable of being activated. In the same way, since goals are mental representations, they
can be activated bgpreading activation or kyydirectlink to a relevant stimulus (Bargh,

1990). The links are formed over a period of time and through the experiences of the
individual. When a goal is chosen in a given situation consistently, it leads to the
formation ofan associative link between the situation and the goal. Operied the
association becomes so strong that the activation of related structures automatically
activates the goals in a persondés mind.

These mental representations are addresasdelational schemas. The relational
schemas are formed dfelfschemaand other schemaThe sel-schemacontains
information about self andtherschema contains information about significant others
(Baldwin, 1992; Planalp, 1987Recent research demoragtrs thapriming the concept

of relationship partners is likely to influence behavi®Regsearch has shown thpiming
individuals tothink of relationshippartnes, influenced the behaviour of individuals by
activating that particulap ar t n e raddse xgpealtati ons regarding
behaviour(Shahet al, 2003. For examplepn being reminded of someone who would
want the participant to perform well, participaptsformed better othat testResearch
has further shown thait just the physal presence buinly thepsychological presence
of relationship partners sufficient to automatically trigger and pursue interpersonal

goals(Fitzsimons and Bargh, 2003).

Research shows that ongoing relationslaipes associatedith the goalsand desires of

individuals Relationship partners elicit motivations in individuals. These motivations
influence peopleds percepti on durtdernbeehavi ou
research suggedtisat in the cognitive representation of sigraiit others, interpersonal

goals exist as essential featu(bsller & Read, 1991; Shah, Krughski, & Friedman,

2003). Theségoal®d as cognitive construdsare constituent components of the mental
representations of relationship partners and are thugasedi whenever the relatial

representation is activat@dritzsimons and Bargh2003, p. 148 Researchers have
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argued that o6the mere pr edasedsteuctuwesthaargpar t n
unique to a particul arl99l,epl 7@)t Fuhersdre, phlias ( Mi |
been demonstrated that goals can also be activated in the physical absence of significant
others. These activated goals influence the perception and behaviour of individuals
outside their conscious awarene&argh et al, 2001; Chartrand & Bargh, 1996
Fitzsimons ad Bargh, 2008 For example,studies have shown that participants
performed better when exposed subliminally to a familiar name who would want them to

do well on a test.

Some examples of Selbther primingresearchtsidies are mentioned in Tableoh the

following page.
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Table 3-2. Some examples of research on setither priming

Baldwin, 1994

Self-evaluative reactions are shaped by active relational schg
which represent how oneould be evaluated in a significa

relationship.

Oyserman and Lee, 2008

The slienceof individualism and collectivism is responsible f

dynamiccrossnationaldifferences.

Shah, J., 2003

Representation of significant others mpsime goals and th
strength ofpriming effect maydependont he subj ec

to the significant other.

Aartset al, 2005

Priming social groups causes individuals to pursieeeotypical

goals

Shah J2003

Representations of significaothersmay automatically influencg
how goals are construed.

Shah and Fitzsimons, 2008

Significant others can be i

active goals.

Kraus and Chen, 2009

Selfverification goals typically pursued with significant othg
are automaticallyactivated in the presence of that signific

other.

Gabrielet al. 2007

The relationship between significant others andaetiffidence is

moderated byhe level ofrelationalconstrual.

Horberg and Chen, 2010

Activating the mental representation of a significant oteads
participantsto stake their selésteem in domains in wdh the

significant other wantthem to excel.

Morrisonetal., 2007

The presence ofignificant others can automatically activatg
variety of goals,ncluding goals that significant others have for
individual and the individual's personal goals that are assoc

with the significant others.

Linardatos and Lyndon, 200¢

Participantswith a highly réational selfconstrual exhibitan

increase irkind behaviourfollowing a relationship reminder

Chen and Anderson, 1999

Mental representations of significant others are connected

the self in memory via significardther or relational
linkage.Transference can be understood in terms of the activ
and applicatiorof thesestoredrepresentations tnew others in

socid perception.

Anderson and Chen, 2002

Knowledge about the self is linked with knledge about

significant others.
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Relational goal priming in the context of food and beverages

The area of the effect of relational goal priming on food and beveragasgey
unexplored. The studies in the food and beverage sector have mainly focussed on
presenting situational cues and health cues for better consumption choices. Other studies
have focussed on the eating patterns of individuals in presence and absetissof

Most research in this domain is covered under the social norms theory.

3.5 Hypotheses for experiment 2

Bringing together research on sether motivation and goal activation in the field of
nutritional labelling and decision making, a set gidipeses are proposebhis research
focusses on studying sedther motivation and goal priming effects on understanding the
perception of beverages. This is achieved by priming the participants to think of self or
significant others and testing whethéeir perception of the sugar information label
differs. Drawing on these studies leads to the hypothesesdtabther motivations can

moderate the impact of sugar information label on consumer percgption.

More specifically, this research proposkattpriming consumers to think significant
others may prime responsibility and in turn is likely tarease the impact of sugar
information on consumer perception of healthiness and appgeahypotheses for pilot

study 2 are presented below.

H2a Regondents primed to think of significant others will perceive the beverage
with salient sugar information less healthy than respondents primed to think of

themselves.

H2b Respondents primed to think of significant others will perceive the beverage
with salient sugar information less appealing than respondents primeid think of

themselves.
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3.6 Activation of enjoyment and responsibility goals

In pilot study2, goalsof self/other were primed. Following on from pilot study 2, the
researcher proposed that other primes closely associated with self/ other goals may lead
to different perception and choices in participahtgeraturesuggests that thereay be

a link between seHlothergoals andnotivationsof people (Aaker and Lee, 200drosset

al., 2011 Markus and Kitayama, 1990liver, 1989,Singelis, 1994; Triandis, 1989
Research hashownthatparticipants primed to think of significant othenay belikely

to be motivated to be responsible and participants primed to think of themselydse
likely to be motivatedo pursuepleasureseekinggoals(Oliver, 1989;Zhang and Shrum,
2009. Basedon these findings, it was decided to test if other primes such as
enjoyment/responsibility would lead participants to mek&erent choicesThe study
went on to explore whetheriming consumers to think @nhjoyment/responsibility may
prime the thoughtof self/significant others and in tyrrwould impact consumer
perception othe beverages.

Reasons for choosing enjoyment and responsibility as variables in the research

To explain how the researcher selected enjoyment and responsibility motivatisns, it

essential to briefly look at the literature on self and motivation.

Research has confirmed thaultiple selvesare presenin the memory of individuals
(Baumeister, 2011). Tke selvesparent self professional selitc.) are presented
according to dferent situations (Kihlstrom and Cantor 1984). It is notable that,
depending on situational salient cues at a given timepr more of theselves becomes
activated in the memorfpr that moment in time (Aaker 1999; Wyer and Gordon 1982).
Research haasso shown that th&elf is a malleable constrid¢faker, 1999). Individuals
arelikely to be affectedy situations, environment and socialesand have a neefor
self-presentatioiiMarkus and Kunda 1986; Schlenker 1981; Tetlock and Manstead 1985).

These multiple representations of &f include material, social, and spiril selves
(William James, 1890private and public selves(Baumeister, 198 Greenwald &
Pratkanis, 1984private, public and collective selves (Triandis 1989). Studies further
moved on to determine the role of culture in shaping the development and expression of
particular selves (Greenwald & Pratkanis, 1984). Latlee, research explored the

differences beteen individualistic and collectivistic selves in s cultures. While
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individualistsseek independengceollectivists seek to fit into social roles and cultures
(Markus and Kitayama. 1991). The wamlf-construabdepicts the ways that different
cultures define and make meaning of fa¢ (Markus and Kitayama. 1991). Independent
(IndSQ and Interdependenself-construals(IntSC) are two of most researcheself

construals

Individuals with independent satbnstrual look at self asutonomous beingsrhese

individuals placemhighe mphasi s on oneds unigueness anot
On the contrary individuals with interdependent construal look at self as being
interconnected with others. These individuals demonstrate the ability toofigiatips

and interpersonal relationships are very important to them. It has been argued that
individuals possess botmdependentself-construal and independenself-construal

(Markus and Kitayama, 1991; Singelt&994 Triandis, 1989 Priming techniques can

make oner the otherconstrualaccessiblat a given point in timéCrosset al, 2011).

Researchers haviocused on the effect of selfconstrual onaffect, thinking, and
motivation (Markus and Kitayama, 1991). The present reedacusses on implications
on motivation. In line with the theory of selbnstrual, the individuals with an
interdependent construale likely to be motivated by socially oriented godleese
individuals give emphasis and importancegtmals ofrelational otherswhich can be
aligned with theself goals They are more likely tadbe motivatedulfil their rolesand
duties towards significant other&Cross et al, 2011) such as being responsible.
Furthermore, studies have also suggestediterdependent setfonstruaimay lead to
attributes such as responsibility and benevolefideward, Gardner and Thompson
2007).Based on this literature, that people with interdependent construal are more
likely to be motivated to be responsible, it wadecided to prime the respondents for

responsibility.

On the other handpeople with independentself-construal are motivated to be
independent andutonomougMarkus and Kitayama, 1991ptudies have shown that
independenself-construalis positively rdated to the irportance ofindividuality and
achievementrFor these indinduals, personal goals addsiresarethe primary sources of
motivation. Furthermore, it has been shown independent SC primed participants take

greaterfinancial risk that interdependent participants who minimise risk (Hamilton and
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Biehal, 2005. Mandel, 2003). Salbnstrual research in sekgulation and seifontrol
has shawn that participants with high independent constaral outperformed by those
with high interdependenself-construal Furthermore individuals withan independent
selfview are motivated by promotionrfocused informationrather than prevention
focused informatior{Aaker and Lee, 20015ince pleasure is a promotion focused
emotion (Oliver, 1989), and people with an independent setfonstrual are more
likely to activate pleasureseeking goals (Zhang and Shrum, 2009), it was decided to

prime the respondents for enjoyment and pleasure.

Goal activation and priming in the context of food and beverage choices.

Having outlined the concept and origin of goal activation and priming, this section
presents existing research on the application of these concepts in food and health domains.
The ®ction further provides a brief overview sme studies oautomaticmotivation

research in the context of food choices and health behaviour change.

Goal priming effectave been studied in various sphenetudingthe domain ofood

and beverage studidResearclnas demonstrated thahen paricipantswere primed for
the conceptof drinking, the consumption of soda increased in thirsty participants
(Veltkampet al, 2009. Similarly, whensocial drinkerswere primed with sociading
situations,thoughtsabout drinking alcohol were triggerd®heeranet al, 2005).In
another study, thoughts of eating chips and enjoying with friends as well a&xttive t
and taste of chips were triggered by jusading abouthips or seeingchips (Papies,
2013). Research hadso shown thathe choice of healthy foods can be increased by
exposing diet conscious participatdswordsrelated to diet, which is likely to activate
concern regarding weight contrgFishbachet al, 2003). Additionaly, priming
par t i cdespablegbals makesthe pursuit of goals stronger by overcoming any
interfering thoughts or temptatiorfBishbachet al, 2003; Shalet al, 2002).Another
study showedhat partidpantswho have goals of dieting consume fewgeacks when
exposed to weight andietrelatedwords (Papies and Hamstra, 2010his research,
suggests health goals acdnsumptiorbehaviours are likely to be activated hyalth

relatedcues in the environmefPapies, 2016)
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Externalcues, whichare unrelated to taste, texture, lo@and other sensory attributes
include attributesuch as sizeshapeyarietyand portion size. Theseiesarecapable of
determining the amount of food consumesithout the knowledge of theonsumer
(Wansink, 2006)Another example of an external cue is thehaviour of othepeople

around the consumer. Studies have shown that consumers may automatically imitate the
behaviour of others around them when making food choices and consuming food.
(Johnston, 2002; Tannetal, 2008).Table 33 provides a brief overview of some studies

on goal activation research in the context of food and beverages.
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Table 3-3. Some studies ongoal activation research in food and health

decisions

Federoff, Polivy and Herman, 1997; Jang
and van den Hout, 1991; Rogers and Hi
1989

Consunption is increased when participants are expose
sensory cues related to food.

Cornell, Rodin and Weingarten, 1989

Effect of external cues on food consumption

Johnston, 2002; Tannet al.,2008

Consumers automatically mimic others eating behavioy

Fishbachet al, 2003

Increased choice of healthy foods on heauligs-related

words

Sheeraret al, 2005

Socializing can trigger drinking alcohol

20
Winkielman,Berridge, and Wilbarger, 200!

Strahan, Spencer and Zanna,

Thirst related words and smiley faces increase beve

consumption

Karremans, Stroebe, and Claus, 2006

More participants chose a beverage when primed with
brand name of a beverage that quenches thirst.

Wansink, 2006

Amount consumed can be automatically altered

exposure to external cues.

Lowe and Butryn, 2007

Hedonic hunger can be activated by exposure to |

stimuli.

Veltkampet al.,2008

The concept of thirst and increased soda consumption

Harris, Bargh, and Brownell, 2009

Cues in the environment determine the amount consu

eat

Albarracin, Leeper, and Wang, 2009

Effect of priming on food consumption

Papiesand Hamstra, 2010

Triggering health orientedbehaviour on seeindealth

relatad words

Sheeran, 2011

Encouraging #ects of health goalpriming on health
behaviours.

Papies2013

Thoughts of eating chips and enjoying with friends as \
as the texture anddge of chips can bwiggered by just]
reading about chips or seeing chips

Bell, Meiselman, Pierson, and Reeve, 19
Jacob, Gueguen, and Boulbry, 2010

Cues in the environment alter what consumers eat

Hollandset al., 2015

Effect of altering food packages and tableware.size
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In summary, the concept of goal priming andactivation has been used widely in the
domain of food decisions and health behaviour. Research has shown that priming
goal s can alter consumption deci sions
specifically, goal priming may be effective in nudging consners towards better
food choices and healthy behaviours.

3.7 Hypotheses fopilot study 3.

Bringing together research @utomatic goal pursuénd goal priming in the field of

nutritional labelling and decision making, a set of hypotheses are proposed.

To remind the reader, goals are capable of baatiyated outside conscious awareness.
This is in line withthe automotive model of nonconscgogoal pursuit (Bargh, 1990)
which assumethat goals can be pursued automatically on exposure to situations in which
those goals have repetitively been pursued ip#seThis research focusses on studying
goal activatiorand goal priming effects on uestanding appeal and health perception

of beverages. This is achieved by priming the participants for enjoyment or responsibility
and testing whether their perception of the sugar information label differs.

Drawing on these studies leads to the hypothésatgoal priming can alter the impact
of sugar information label on consumer perceptiglore specifically, this research
proposes that priming for enjoyment will reduce the impact of sugar information on
consumer perception of healthiness and appealbeferage while priming for
responsibility will increase the impact of sugar information on consumer perception of

healthiness and appeal.

H3a: Respondents primed for responsibility will perceive the beverage with salient

sugar information less healthy tlan respondents primed for enjoyment.

H3b: Respondents primed for responsibility will perceive the beverage with salient

sugar information less appealing than respondents primed for enjoyment.
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3.8 Interaction effecti Hypotheses forthe main experiment

Since the context of this research is fruit juice, it was decided to test the effect of
combined priming of concepts tested in previous pilsésience and goal activatiqn

the context of food consumption (eating). For example, priming the participarke for
enjoyment of food with significant others and priming another set of participaritefor
enjoyment of food oneself. Similarly, priming healthy eating with famigmbers and

healthy eating for oneself.

This research proposes that motivation of the respondent can influence the perception of
the beverage. This research proposes that priming these concepts is likely to prime
enjoyment and responsibility motivationstine minds of the participants and they are
likely to perceive the salient information differently based on the goals activated in their
minds. For example, a person motivated enjoyment might perceive the same
information differently than a person matbed to be responsible. Furthermore,
participants motivated for enjoyment with family members might behave differently than

participants motivated to enjoy on their own.

Drawing on this assumption leads to the hypotheses that goal priming can alter the
perception of beverage and related behaviooutomes. More specifically the research
aims to explore the perception and behaviour of respondents primed for
enjoyment/responsibility/self/other motivations in the context of fi@dated cuesThe

hypothesesare presented below.

H4a: Respondents primed for responsibility(in the context of food)will perceive
the beverage with salient sugar information less healthy than respondents primed
for enjoyment.

H4b: Respondents primed for responsibility(in the context of food)will perceive
the beverage with salient sugar information less appealing than respondents
primed for enjoyment.

H4c: Respondents primed to think of significantothers (n the context of food
will perceive the beverage with salient sugar information less healthy than
respondents primed to think ofthemselves
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H4d: Respondents primed to think of significant othergin the context of food)will
perceive the beverage with salient sugar information &s appealing than
respondents primed to think ofthemselves.

H5: The combined presentation of enjoyment/ responsibility priming and self/other
priming is likely to affect the perception and appeal of the beverage (with salient
sugar information).

H5a: Respondents primed to think of enjoying food themselves will perceive the
beverage (with salient sugar information) healthier than respondents primed to
think of enjoying food with significant others.

H5b: Respondents primed to think of enjoying food themslves will perceive the
beverage (with salient sugar information) more appealing than respondents
primed to think of enjoying food with significant others.

H6a: Respondents primed to think of enjoying food themselves will perceive the
beverage (with saliat sugar information) healthier than respondents primed to
think of responsible eating themselves.

H6b: Respondents primed to think of enjoying food themselves will perceive the
beverage more appealing than respondents primed to think of responsibéating
with significant others.

H7a: Respondents primed to think of enjoying food themselves will perceive the
beverage (with salient sugar information) healthier than respondents primed to
think of responsible eating with significant others.

H7b: Respordents primed to think of enjoying food themselves will perceive the
beverage (with salient sugar information) more appealing than respondents
primed to think of responsible eating with significant others.

H8a: Respondents primed to think of enjoying foodvith significant others will
perceive the beverage (with salient sugar information) healthier than respondents
primed to think of responsible eating themselves.
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H8b: Respondents primed to think of enjoying food with significant others will
perceive the leverage (with salient sugar information) more appealing than
respondents primed to think of responsible eating themselves.

H9a: Respondents primed to think of enjoying food with significant others will
perceive the beverage (with salient sugar informationhealthier than respondents
primed to think of responsible eating with significant others.

H9b: Respondents primed to think of enjoying food with significant others will
perceive the beverage (with salient sugar information) more appealing than
respondents primed to think of responsible eating with significant others.

H10a: Respondents primed to think of eating food responsibly themselves will
perceive the beverage (with salient sugar information) healthier than respondents
primed to think of r esponsible eating with significant others.

H10b: Respondents primed to think of eating food responsibly themselves will
perceive the beverage (with salient sugar information) healthier than respondents
primed to think of responsible eating with significant others.

H11: Respondents primed for responsibility will be less likely to select the tsp label
beverage for the lunch box than respondents primed for enjoyment or the control
groups.

H12: Respondents primed for enjoyment will be more likely to selecthi tsp label
beverage for the childds |l unch box than

H13: Respondents primed for enjoyment will give a higher health score to the
beverage with salient sugar information, than respondents primed for
responsibility.

3.9 Conclusion

This chaptepresente@n overviewof literature on goal activation and g@aiming. First,
it examined existing studies in decision making that apply the concgpabéctivation

Second, the chapter provided a brief overview of the beginnings of the concept of
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nonconscious processes from a historical perspective. The section outlined that despite
nonacceptance for a long time, contemporary psychology now accepts both conscious
andnonconscious routes to decision makingird, the chapter discussed tlgatals are
capable of beingctivated outside conscious awarend$® next section discussed the
research in the domainf food and health behaviours that apply the concept of
noncascious motivation. Next, the chapter presented the research hypotheses 2a and 2b.
Fourth, the chapter provided a brief overview of -sélfer motivation and discussed
studies of seibther motivations and their application in research studies. The next
section emphasized that research is lacking in the doaid&od and health behaviours

that apply the concept of setither motivation Next, the chapter presented the research

hypotheses.

Interestingly, the literature review showed that although some resarch on
nonconscious motivation is targeted on food, research is lacking in the field of
beverages. More specifically, there is no research on sugary beverages such as fruit
juices. These beverages carry health halos that lead to unintended overconsumptio
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CHAPTER 4. RESEARCH PHILOSOPHY

Having presentedan overview of the literature and having outlined the research
problem and related hypotheses,this chapter explains the philosophical
assumptions underpinning the present researchl’he justification for the selected
methodology is provided ly explaining the chosen philosophySection 41 presents
an introduction to Chapter 4. Following on, Sections 4.2 and 8 present the ontology
and epistemology.Sections 4.4 and &, discuss the reseath approach and the
methodology respectivelySection 46 describes the data collection methad~inally,
Section 47 acknowledges the limitations of the selected research philosophy and the

chapter concludesn section 4.8.

4.1 Introduction

Research philsophy relates to the development of new knowledge. The new knowledge
aims to answer the research question or problem identified by the researcher. The chosen
philosophy must justify the e s e a choitesof niethods and desigmo achieve this,

it is essential that the relationship between the theoretical and empigggboints
employedin the study are consistefasterbySmith, Thorpe and Jackso@012). This
relationshipis based on the ontology and the epistemology selected in the reJdeach.
chapter will further proceed to explain the chosen methodology, followed by a discussion

of the method of data collection addtaanalysis.

The research philosophy adopted is derived from the assumptions and views of the
researcher.Importantly, the chige of research strategy affects the investigation of the
research problem. Therefore, it is essential that the researcher is aware of the
philosophical commitmentsi¢hnson and Clark, 2006). Thieoserphilosophyis likely

to be theway the researchemderstands th&nowledge and the process of development

of the knowledgéSaundersl.ewis and Thornhill2009).

The chosen research phitpdy defines thanethodology, whiclin turnhelps toidentify
the6 pr oc e d ur a ltobé emplayedvinahre kesehr@emenyiet al, 1998).The
research questions, methods and findingsbased on assumptions of reality that the

research makes #te beginning of the resear¢@rotty, 1998).It is essential that the
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researcher cguastify the selection athechosernresearch philosophgver other potential
alternativegJohnson and Clark, 2006).

The three fundamental guiding principles of social researebpistemology, ontology

and methodologyFigure 14). These principles are setarhierarchicalorder such tha
ontology constructs the logic epistemology, whicln turn structures the methodology

of the research. The methodology then prescribes appropriate research methods and
instrumentsSince, @istemology, ontology and methodologge important elementsah

define the research inquiry, these elements must be the discussed adequately in social

researcl{Popkewitz, Tabachnick & Zeichner, 1979).

Ontologyi nature of reality

] |
Epistemologyi nature of knowledge
] |
Methodoloay
] |
Desians
] |
Instruments
Figure 41. Principles of social research
SourceSaranakos 2012
4.2 Ontology
Ontology is O6the science or study of bei

objects in the world interact with each other. Social researchers idessifgs and
problems in the sociatorld and then consider the ways in which the research question
will be explored. The ontological assumptia@retypically based on the core research
problem being studiedvarious ontological classifications have beproposed by
researcherdVhile one approach suggests diffierent philosophical paradigms (Blaikie,
1993) the other proposes a simpler approach of dichotomising (contrasting) stances.
(Burrell and Morgan 1979). There is an ongoingadeton theselassifications tagauge
whether a dichotomous classification is sufficient to gauge the complex reality (Blaikie,
1993). In this thesis, the researcher has applied dichotomous classification (Burrell and
Morgan 1979).
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The ontological standgpically informsabou thenature of realityd w h e drehlig/is
agivenuttheréi n t he worl d, or the product of on
p. 1). The two broad and contrasting positionghe ontology are objectivism and
subjectivism. These two approachese on oppositepectrumsTheseapproachesre

thebasis for thentology and epistemology of the resed(féigure 15).

Figure 15: Representation of two mutually exclusive dimensions of philosophical

assumptions
(Adaptedfrom Burrell and Morgan, 19739

Subjective < > Objective
o tol :
Nominalism <« 2mology Realism
Epistemolo s
Anti- « PEEmoRgy Positivism
iy Research approac )
positivism > Deductive
. Methodology
Inductive Nomothetic
Idiographic Method
grap «——» Survey
Interview
Table 4-1. Summary of ontologyand epistemology
Ontology of Representationalism| Relativism Nominalism
social
science
Truth érequires|éis deteédepends
verification of through establishes it
predictions consensus
Facts éare concilédepend |[éare all
viewpoint creations
Epistemology of | Positivism Relativism Social
social science Constructionism

(EasterbySmithet al 2008)
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Nominalism or constructionism is a stance under subjectivism (Sauetdats 2011;
Creswell, 2013). Nominalism states that reality is formg@erceptions, actions and is
a product of social process@éeuman, 2003). Nominalistee themselves in the picture
and assume that they are an essential part of the issue at hand or the. ebkdly
social interactions andlynamicsocial phenomena are explored by nominaliStifders
et al, 2011). In order to study social realities, nominalists usually empjoglitative

research methodologies (Bassey, 1995; Cohen, Manion & Morrison).2000

In contrast, realism or objectivism & stance that is developed form life sciences
Objectivismassumeshat there is an independent reality (Neuman, 2003kserts that
social phenomenaannot be influenced by thesearcheras it is independent of the
researchefBryman and Bell, 2015). The philosophicakis of objectivism is thaeality
exists objectively and can be discoveredith the use of quantitative methodologies
(Cohen, Manion & Morrison, 2000Qualitative reseach methodologiesre used by
interpretative researchets study social realitiegBassey, 1995; Cohen, Manion &
Morrison, 2000).

In the presentesearchthe researcher adopts the stance of a realist based on the objective

of thestudy It can be arguethat thevariables in this researene subjective rather than

being objectivgSaraeva2017)since, for instance, health and appeal are characterised

as the consumersd perceptions of the beve
than being tangjie constructsHowever all research variables in this study are measured
objectively thus supportingan objective stanceln particular, despite thqualitative

nature of the health (and appeal) of beverages, xiseace of these attributege

guantified and measured in this study.

4.3 Epistemology

It is critical that consistency is maintained in the relationship between data and theory
ensure the quality of research in managenm(&asterbySmith et al, 20089. This
relationship is guidedly researclparadigms, whiclare a set of beliefs that are formed
from the basic ontological and epistemological stance of the researther.
epistemological stance is required to be justified researdhgitemology is théheory

or science ofthemieh od or grounds of knowledged (Bl
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answers questions regarding howtalerstand the social worlthe methods employed

to gain knowledge anthe ways to communicate this knowledge (Burrell and Morgan

1979).

Table 4-2. Methodological implications for epistemologies

Social Science Positivism Relativism Social
epistemologies constructionism
Aims Discovery Exposure Invention
Starting Points Hypotheses Propositions Meanings
Designs Experiment Triangulation Reflexivity
Techniques Measurement Survey Conversation
Analysis Verification/falsification | Probability Sensemaking
Outcomes Causality Correlation Understanding

EasterbySmithet al,, (2008)

In thefield of management, epistemological assumptions are classified into two opposing
views. In the dimension obbjectivian, the researcher may be focussed on the facts that

are responsible for the research problem. In this viewpoint, objects are real and are
independent of the researcher. It is for this reason, that data is unlikely to be Haskd.

research appliepositivist epistemology to the development of knowledge. On the
contrary, subjectivismleads to the adoption dntipositivist epistemologyin this

study (Pabnglersetele na wh

Vi ewpoint, researchers

2011).

It is argled that the method applied by positivistsiimilar to methods used in natural

and life sciences(Blaikie, 1993).In working with constructs that arebserved and
measured, the results can be generalisations, just like laws produced by natural scientists
(Remenyiet al, 1998.

These observatiorare likely tolead tothe generatiorof valid data. Based on existing

theories and literaturéhe researche builda firm theoretical basis for the researthis
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leads to the developing a research strategy followed by collection and analysis of data.
Typically, the researcher develops a sat hypotheses to be tested. Thesitivist
researcher is likely to pay attentiondioservationshat can be quantifig@Remenyiet al.,

1998).

A distinctive feature opositivisticresearch i h #e researcher is Independent of and
neither affects nor is affecetaldlo9dBy.3B)he sub
Positivistic researdhmeied iwapelaf 20&lnpnid4.risn a
This implies that the subjectsust be independewnf each other, the researcher must be

an external agent in data collection and the observations must be repeatable so that
relationships between variables can be explai(@atrell and Morgan1979 Saunders

et al, 2011).

Interestingy, it can bequestionedf it is possibleto separate the involvement, feelings
and attitudes of the researchgfter all, the decision to pursue a positivistic approach is
taken by the researcher. It is by this chosen approach the researcher seastigaiav
the problem, formulate research questions and seek sustalokions. Hence, it is argued
that thedecision to adopt a seemingly valinee perspective suggests the existence of a
certain val ue epab0iltp »14)0 ( Saunder s

Sitting on the opposite spectrum, theistemologyof interpretivism (anti positivism)

argues that the real world very complexand social constructs must not be defined by
specificlaws and structures (Easted8mith et al, 2012; Hughes and Sharrock, 1997
Saundergt al, 201). Humans are considered social actors in thepsitivism stance

and considerable research is directed towards understanding therslesalf these
actors.Usually,the main aim of researchers in this stance & éon t e rial wotdeof s o c
research subjects and understand ethlei r wo|
2011: p. 116). Additionally, owing to the high involvement of the researchéusir

personal interpretations antiservationgsre an important part ofi¢ research process.

This thesis follows a positivistic epistemological stafBased on a review of the extant
literature, the studijncludesthe developmenbf testable hypothese¥he objective of
this researchs to explorethe influence tlat salienceand goal activatiomave onthe

perceptiorof sugarybeverags.
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4.4 Research Approach

Following on from the philosophical assumptions, the researchers can select the desired
research approach. Research approaches can be broadly classifieduotive and
deductiveapproachebased on the logic underlying théBlaikie 1993). While theory

is generated by the inductive approaitigoryis tested in the deductive approathe
approaches are based on singular or general statements. All events dfiatgpedn

any time are referred to as genestementg¢Blaikie, 1993. Deductive studies begin

with general information and conclude at specific findings. Inductive studies start with
singular statements and conclude with general findifilggs, deduction fits in with the

positivism stance and induction goes vitike anti-positivistic stance.

The inductive approach is focused on underlying mechangsrda closeunderstanding
of theresearch context. The very fact that the researcheinfiarentpart of theresearch
influenceshe interpretationsfdahe findings (Saundert al, 2011).

The ceductiveor hypotheticedeductiveapproach ibased on the research techniques
used in life science@Blaikie, 1993).Firstly, the researchers define a problem that they
wish to explore.The researcherthen provides a robust theoretical justification for
emphasising the research problem/question. This justification is accomplished by
extensive literature review and studying thes in depth. Once thesearch question is
defined,a set ofhypothesesre developed and tested empiricathypotentially answer
theresearctguestion (Chalmers, 1999

It is essential that the deductive approach is aligned with certain distinetugrds
(Saunderset al, 2011) These include 1gstablishing causal relationships between
variables which are presented in the research hypothesis lateli€Zting quantitative

data to test the hypothesi8) employing controls to ensure the exclusioihany
confounding factors in determining the proposed causal relationsk@psdding validity

and reliability by ensuring to provide a wsliructured methodology and Bylding on

to the reductionism which | muiddérsosdiftheyat &6 pr
are reduced to the si mpétals20l1,p.d25)si bl e el e me
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The present researadoptsa positiviststanceandfollows the deductiveapproachThe
research isomprisedf four phases:

(1) The Iteratureon salience and goal activatisreviewed. Following this literature
review,research hypbeses are presented (Chapters 2, 3 and 4

(2) The research metholbgyis presentedChapter %

(3) Theresearch design is presented hgdotheses are tested @}ites 6 and ¥

(4) Resultsaand implications are present@chapters 8).

4.5 Research methodology

Once the researcher has accepted a particular epistemologg@dchhe/she moves
on to adopt a methodology. The selectionaafesearch methodology depends on the
experiences and views of the researcher as well as on the nature of the pCobtemell,
2003). The nethodologycomprisesof a set of guidelinegrinciples andprocedural

guidelinegMarczyk, DeMatteo and FestingefQd5; Sarantakos, 2005).

Before conducting a study, it is essential that the researchedresssome
methodological considerations (Eastefayithet al, 2012).Distinctive methodologies

are available tadoptdepending on the philosophical stance of researche(Burrell

and Morgan, 1979)The selected ethodology provides a blueprint or an action plan to
justify the choice of data collection method employed by the researcher (Crotty, 1998).

Methodologycan be classified intol) ideographic an®) nomotheticcategoriesThe
idiographic method is adopted by nominalists and includesllection of qualitative
observations about the subject in question. This research explores background, history
and other sulective knowledge. On the other hamdmotheticmethod is adopted by
realists and includes collecting quantifiable observations and gaining knowledge about
reality. Derived by scientific methods, this method aims at proposing and testing
hypotheses aboutality (Remenyet al, 1998).Questions omethodareaddressed after

answeringguestions of epistemology andtology (Guba and Lincoln 1994).
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In the literature review conducted ihet present thesis, mostudies useuantitative
(nomothetic)methodologies, which involve staitsdl analysis. As a resulguantitative

methodologyis considered for this study.

In the positivistparadigm thatconsists of objectivism and empirical approaithis
essential that the employed reseancéthodologyis objective. This implies thahe
methodology must be detachedm the researcher and must focus on answering general

questions.

The research methodology is required to be objective in the positivist paradigm. This
meansthat methodology should be fomesl onmeasuringconstructs and testing
hypoheses based on general findinddafczyk, DeMatteo and Festjar, 2005
Sarantakos, 20051t is for this reason that experimental designs are employed for
measurement of variablesn order for the results tde presented quantitatively,
numericaldata is collectedNeuman, 2003; Sarantakos, 2006n the contrary, the
research methodolody required to be qualitative interpretivistparadigmIn contrast,
qualitative methodology is underpinned binterpretvist epistemology and
constructionist ontologyThis implies that the results are based on the perception and
experiences of the researcliglerriman, 1998). Data is gathered dpyalitatve research

techniques like case studies, interviews etc.

Experimentimethod is employed in this thesiariables are manipulated explore
causal relationshipgositivists contribute to knowledge by examining a consistent data

set and generalising conclusiofigasterbySmithet al, 20139.

An experimenti s 0 a eXperience obnfatural facts that occurs following deliberate
human intervention to produce change; as such it distinguishes itself from the form of
experience involving the observation of facts in their natural gety s 6 ( Cor bet t a,
94). Experimelts are designed to studye causatelationships between construeisd

are aimedo find the effect of changing one variable on otvemiables(Saundert al,
2011).Subjectsare randomly allocated to at least two groups. These groups are known

as experimental and control groupke former isexposedo experimentamanigulation

while the latter is nofThe differences observed between the two groups are attributed to
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the incependentariable Bryman, 1988)The independent variable is manipulated and

may cause changes in the dependent variable

6Social research aims to develop causal pr
1985, pl0). 60ne of the chief goals of th
things are the way they are. Typically, we do that by specifying the caursi fway

thingsare: some things are caused by othergs Babbie 1979, p423). Toexplore this

causal effect or causality, manipulation of aneipendent variable is necessary.
Manipulationsar e creati ons of o6diffedbbprsdl éBekar
2010, p. 145). Furthermore, to explore the causalatelnship, researchers requee

group of participants not subject to manipulations. Therefore, manipulation of the

i ndependent vari abl e and control of thir
e X per i mé orbettd, 2003p. 63).

Hencee, experimental research candoenmarised it a few stages that includendomly
assigning theparticipantsanto various groups according to the conditiamanipulating
the variables, followed by measuring the effeatdile controlling all other variales
(Robson and McCarta2016)

The presentasearchexploresthe effect ofsalienceand goal activationon consumer
perception of beverage¥his researchinvolves manipulation of variables (salience
and goal activation) to find the relationship between these variables and to measure
their effect of the perception of sugary beverages. This research progresses waih

experimental design.

4.6 Research method

Questionnairés the survey instrument that is used in the th€xigstionnaires allow the
researcher t o col | ekatioural aespanses and 10 ass¢s® Imod/ e N t <
respondents perceived the treatmehihe questionnaires in this thesis were self

administered.

As the namesuggests, gelfFad mi ni strated questionnaire i s

in which each respondent reatsl answers the same set of questions in a predetermined
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order without an i Saundargial,20idkpr600).dhendyantagee s e n't

of employing seHadministrated questionnaires is that participants answer questions at

their convenience whout any interference or influence of the researcher.

The present research seeks to understand the perception of begarggesunder
different conditions When phenomenortannot be observed easilyastionnairesare
employedo collect datgdRemenyiet al, 1998). Since perception of health and appeal of
beverage exi sts I n peopl eds -admmidtered a nd

guestionnaires are ascertained to be the best method for this research.

When employing a questionnaitbe questions usuglmeasure and test a gealerable

opinion (Remenyiet al, 1998).Generalisability or external validity ascertamhether

causal relationships can be generalized to different measures, persons, settings, @nd times
(Steckler and McLeroy, 2008. 9)

Some advantages of questionnaires are that they are highly efficient-cotkatéion by
economising on time, costs, and energy and energy of the researcher (Sekaran, 2010).
Questionnaires allow for a higher representation of populations as it can e wid
distributed. Recent research has shown that the response rate for onlineisgrester
thanpostal questionnaires (Bryman and Bell, 2015).

However, there are a few disadvantageshis technique. The response rate is lower
compared to other quisnnaire types (Sekaran, 2010oreover, since the researcher is

not present at the time of fillingut the questionnaire, the respondents are unable to ask
for any clarifications or doubts in answering the questions. Possible solutions to these
weaknesss includeinforming the participants of the importance of the research and
clearly mentioning the time required to complete the study alongowittact details of

the researcher. Emails or letters to encourage the respondent to participate or to send
emal reminders can help in increasing responses. Another way to increase participation

is to provide monetary compensation.
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4.7 Limitations to the chosen research philosophy

It is of utmost importance that the researcher is aware of the limitatidhe ®lected
philosophy Researchers have pointed out that the knowledge generated from quantitative
studies tends to be too general for applying to very specific local problems (Johnson &
Onwuegbuzie, 2004). These methods are considetiidial, inflexible, and unhelpful

in generating theoriegke those thatjualitative research does. Thgsecessesre less
effective at understanding the cause of actions and the underlying significambce th
consumers attach to actiofisasterbySmithet al 2008)

This thesis aims to make theoretical and empirical contributions to extaatdite and
bring value todisciplines (Remenyiet al, 1998)of marketing and psychologylhe
researcheacknowledges thagelecting a positivist stance may lead the researcher to
make generalizable conclusions rather than focusing on intricate d&tadspresent
research is designed to present broader findings, which may be subjectdépthiand
specific research in the futurelaving acknowledged these limitations, the redearc
concludes thatheaspects of generalization, prediction, validity and reliability make this

paradigm the chosen philosophy in this research.

4.8 Conclusion

The present study is pursuedder objectivisnstance and followsesalismto understand
the effect ofgoal activationand salience othe perception of beverageshe research
strategy follows a deductive approach along with nomothetic methodd@mggrimental

research iemployedo conduct quantifiable observations and statstanalysis.

70



CHAPTER 5. RESEARCH METHODOLOGY

This chapter outlines the research methodology and design employed in this study.
Section 5.1 presents an introduction to the chapter. Section 5.2 to 5.6 describe
methodological considerations underlying the selected research design. Nexie t
research design is discussedThe chapter proceeds to describe instrument

development, testing and analytical techniques to test the hypotheses.

5.1 Introduction

This dapter outlines the research methodology and design employed in this study.
Methodological considerations and research design are discussed in this. chapter

chapter further discusses three pilot studies and the main experiment.

The research framewondutlined below highlights the elements that will be exgdl in
this chapter. (Figure-%)
Figure 51: Structure of theéhesis

| Research problem | Theory and research | Instrument selection |
hypotheses +
i (Chapters 2 and 3 | Experimental materials |
> v >
| Literature review | - +
Research philosophy
(Chapter 1) | Ouestionnaire for pilot 1 |
(Chapter 4) +
| Pilot 1 |
Questionnaire for Questionnaire for
pilot 2 pilot 3
| Ptz || Piots |
Results and discussion Data analysisand | Revision and modification |
< hvpotheses testina <+ v
(Chanter 8) (Chapters 6 and?7) | Questionnaire fomain studv |
| Main studv |
(Chanpter 5)
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5.2 Methodological considerations

Research relevan@ndresearch gour are two methodological considerations tat
widely discussed in management resediidhrke et al, 1998; Remenyet al, 1998)
Recent literature on relevance has two intertwined themes. One theme is toakeo
sense othe gapbetween academic research and management pradbcenderstand

its origins Starkey and Madar001 Gulati, 2007, theorize about its natur&igapiro,
Kirkman and Courtney2007 Van de Ven and Johnson, 200énd debate howide it

really is (Markides 201Q Kieser and Leiner, 2009; Hodgkinson and Rousseau, 2009).
The other theme is abotimding ways of bridging or reducing the relevance gap For
example, some authors identify the characteristics of managerially relevant or useful
research from whlt others can learrMcGahan, 2007; Vermeulen, 200andidentify
changes to the research stratetpaget closer tdhe subjectsf theresearch (Mohrman,
Gibson and Mohrman, 2001; Van de Ven doatinson, 2006)Otherauthorsfocus on
structural changes, such as the systems of promotion and tenure at universities and the

ways in which government research money gets distributed (Starkey and Madan, 2001).

Research ialso considered relevant ifig regarding topics that areaul and interesting
to academicianfRemenyiet al, 1998). This research is aimed at academics, scholars,
practitioners and government organisations, \@hinterested instudyingconsumer
behaviour and marketing from a knowledge perspective, markpangpective or a

public policy perspective.

Research rigour focusses on confirming to ruleemenyiet al, 1998). Rigorous
research follows generally accepted rules of research and scrupulously adheres to the
philosophical perspectivadopted by the smarcher. This researaltilizes extant
literature and usestested and valated measurement instrumenEgure 5.2 below

presentshe research design.
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Figure 52: Research design

Purpose of Population Sampling Questionnaire
the study strategy development
. - Consumers .
Exploring the in UK Probability Based on
role of salience sampling priming
and goal - Parents in studies
activation in UK
perception of
beverages
I
)
o
<
|(-})J Research Time Data
0 context horizon collection
o
Fruit Online
- Cross -
juices . experiment
sectional

Data
analysis

- Data
preparation|

- Analysis
by SPSS

*Research design adapted from Sekaran, 2003

5.3 Purpose of the study

The purpose of this research is to explore the impact of salienggahédctivatioron

t he

the impact on associated behavioural outcomes.

c o n sceptian ofdévergges withealth halos. The research also focusses on

The questions seek to contribute to fieéds of marketingand psychologyAcademic

research has emphasized that interdisciplinary research is essential to identify the

interactions between the different detaramts of food choice behavio(i{oster, 2009.

The study employs empirical approach and addressedygaltademics and practitioners

to explore theossibleways for consumers to look beyorgalth halos of beverages and
make informed and accurate decisions (Charamwh Wansink, 2007; Schuldt, Meit
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and Schwarz, 20)2This researchaims to enhance the knowledge of scholars and
practitioners to understartde interplay between salience and motivation and to explain
how consumers with different motivations perceive the product (beverage) differentl
and why wellintended nutritional labels might not achientended resultg\dditionally,

the studyoffers insights for the puld sector and practitioners amticipateconsumer

behaviour and responses.

In this thesis, the researcher presentsedesof online experimentdo show the
interaction effects ofjoal activation angdalience on consumer perception of beverages.
The experiments presented here aased on existing literature and theories and the

hypothesised relationships are tested bystitedl methods including ANOVA.

For developing experimental materiafgdtotypeand priming questionspg thorough
research of the existing instruments in the fields of psychology and marketing was
conducted. The present study incluttag experimentsAll four experimentsre briefly
outlined in Table 13.

5.4 The context of the study

Fruit juice is used as a context to test what impact saliencgoahdctivatiormight have

on individuals' perception of health and appeal of the product. Briefly, the context of
fruit juices is chosen for a number of reasons. Firstly, although much research has been
conducted on the health effectssofjarsweetenetheverages frora medical perspective
(Welshet al, 2005; Schulzet al, 2010) and consequently on the marketing of these
beverages, research is still lacking in the field of fruit juice consumpfitthough
research has been conducted on biased inferences in thef fieilition (e.g., Andrews,
Netemeyer, and Burton 1998; Moormetnal. 2004), the studies are mostly focussed on
purchase behaviour and evaluation of nutrition information rather than on decisions
related to consumption (Chandon and Wansink, 2007ptudies have suggested
consumption of fruit juice is harmful because of its high sugar content and low levels of
fibre (Wojcicky and Heyman, 2012nd linked the consumption of fruit juice to obesity
and related diseases (Braiyd Popkin2004, Schulzet al, 2004).

74



Secondly,most consumersonsider a food product to be healthy if it carridsealth

claim. The presence of a health claim may discourage the consumer from looking for
any further information about the nutritional value ofgpheduct(Williams 2005). Health

halos of fruits juices may be attributeddealth halog The concept of th
is derived from halo effect which denotes the predisposition of people to believe that a
person possesses additional positive traits based on tigaitémo of one single desirable
attribute (Chandon, 2014). In the context of certain food products, a halo effect causing
them to be perceived as healthy. For example, cookies labelled organic are considered
lower in calories (Schuldt, 2010) or high sugports and energy drinks are considered
healthy as they prominently display one healthy ingredrRinbiin, Becker and Crawford,
2014). Consequently, health halos lead consumers to choose sugary beverages
unknowingly (Chandon and Wansink, 2007). Advengsiof fruit juices is cleverly
designed to increase emphasis on vitamins, minerals and fruit content, thereby

overshadowing the harmful sugar content.

Finally, from a public policy perspective, the context of fruit juice consumption has a
vast impact on paple inthe UK and worldwide.Fruit juice remains one of the most
popular drinks and UK is the third largest consumer of fruit juice in Europe with 1140
million litres by volume consumption in 2015(AIJN, 201Bjuit juices are promoted as

UK governmentsb a daynutrition plan which encouragéise publicto eat at least one
serving of five to seven fruit or vegetables in a dégwever, the inclusion of fruit juice

i badbdayod heal t h s c Kaaspecifinaly therising olesty tiends a |
due to excessive liquid sugar consumption are enablistyissions ipublic and private

sector towards reducing sugar consumption esp. among children.

It is for this reason that people of UK are selected as the population to be .stidied
sample includeparents from different backgrounds and age groups who may have varied
perceptions of the healthfulness of fruit juices. This interdisciplinary research aims to

make the sugar information salient so that consumers are able to make healthy choices.

5.5 Unit of analysis

An important step in formulating the research procesecsdingon a unit of analysis

The unit of analysis is defined ést he soci al object to which
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appertai® (Corbetta, 2003,p. 66). These units can include individuals, groups,
organisations, geographic areas and cultures (Corbetta, 2003h e r esear ch qu
hypothesis determines the uni30).Todsubgectal ysi
of the research is the wr@f analysis. The unit of analysiss the subject of the research.

Based on the research results, generalisations are made about this unit of analysis.

In social science researdm individual is the most common unit of analy&Hisson,
1987. In thefield of marketing and psychology, consumers andpiliglic have been
studied by scholars, acades and practitioners (Chandon awnsink2011, Bargh,
2001; Papies 2010).

Research suggests the unit of analysis should be similar to the unit that iasuiokéed

by other researchers to ensure tipaévious literature can become a guide for defining
theunitofa n a | Yis, 200% p2%) Social research also suggests that researchers must
coll ect data on 01l odiBRegnhard2pl?,p.44). Moreovey sincet o f ¢
this research is regarding consumer perception of beverages, it is imperative that studying
individual behaviour rather than group behaviour will be most beneficial. Therefore, in

line with the research objectives of this tkeghe individual consumeris the unit of

analysign this research

5.6 Time horizon: a crosssectionalapproach

Research can be conducteddrygitudinalor crosssectional approacihe longitudinal
approach helps the researcher to understand and explore the phenomenon at different
periods This approach is useful in studying a sequence of effects and mediang-or

term trends Hair et al, 2014a Remenyiet al, 1998; Sekaran2010. Longitudinal
approach is considered the most important approach to study organizational change and
trends in business studi@his approach provides data over a period of {i[Redtigrew,

1990). It is essential that the data is collected over equal periods of timglimsame
population(Hair et al, 2014a) A drawback of this approach is that the research process

is usually expensiveRemenyiet al., 1998).
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Crosssectionald e s i g n thé edlfettianiofdstenmor e t han one case
single point of timein order to collect a body of quantitative or quantifiable data in
connection with two or more variables, which are then examined to detect patterns of
a s s o c iBaynan and Bell, 201%. 55). The cosssectionakpproach is designed to
explore how grocess occurat aparticular point intime and to study the relationship
between different variabldRemenyiet al, 1999. Thisapproach helps the researcher to
explore the variation that can be established among the unit of analysis (e.g. individuals)
(Bryman and Bell, 2015). Data is collected at one point of simultaneously which is one
reason why often, crossectional studies employ questionnaires for data collection
(Bryman and Bell, 201,5EasterbySmith et al, 2012 Saunderd.ewis and Thornhill

2011).

Basedn time and cost consideratiotisis research follows th@osssectionabpproach
This approach is best suited to teisidyas the research questianslude finding the

relationship between variables at a given point in time.

5.7 Popuhtions to be studied and sampling strategy

Sampling strategy comprises of fouorain elements. These are 1) population and
sampling, 2) Sampling design, 3) sample size, and 4) implementation of the sampling
plan (Hairet al., 2014a).

5.7.1 Population andsampling.

Popul ation refers to O0the entire group of
researcher wishes to investigat8ekaran, 201(y. 265). A sample idrawnfrom this
population.UK Population was studied in thissearchFrom this ppulation, parents

were chosen as the target sample.
The conceptual and practical reasons for selecting this sample population are explained

next. From atheoretical perspectivéhe generalpopulation is usually selected study

phenomena in the field of consumer behaviour and marketing research (For example
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Chandon, 20L1Wansink 2010Papies 2011, Bargh, 2009 This group may include

consumers anpotential consumers of similar beverages like the one in question here.

From a practical viewpoint, beginning the research fronpthsic of UK provides the
further scope to the research to include other stakeholder groups including industry and
government. The views of these respondents are likely to offer the viewscafuihiey
on the beverage and labels administered in the experitneadldition the fruit juice
industry comprises 26%f the soft drink market share ithe UK (Statistica 2016a
which implies that consumers may have experienced the product and meggtttwafied

perceptions and behavioural outcomes.

After identifying a target population, the next step in research is to finalise a sample. A
sample is asection orof a largerpopulation(Saunders, 2009A sample can also be

defined as group of representatives of a larger popula{iBardens and Abbott 2002).
Sampling is defined as O0the process of sel
population, so that a study of the sample and an understanding of its properties or
characeristics would make it possible for us to generalise such properties or
characteristics to the poputat i on el e me nt s.®6663)eRutasimaly) , 201
sampling is the procedsy/ which a sample is select@doser & Kalton, 2001)Sampling

is appliedo select a set of all possibilities and options from a larger popul(&&menyi

et al, 1998). Data collected from samplesimse-savingand involves low costs.

Moreover sometimes it is not practical to collect data from the entire population
(Saunerset al, 2012). In thisstudy,the population is entire UK population. In such a
case, when the population is very large, sampling is a practical and acceptable method
for data collection. Finally, given the time constraints and budgetary limits the researcher
finds it suitable to emply sampling procedure in this thesis. The sample in this thesis is

thepopulationof the UK and includes parents of all age groups and genders.

5.7.2 Sampling design.

To represent a population accurately, it is essential to choose a sampling frame and
method of sampling. Sampling techniques can be divided into two categprasability
samplingand nonprobability sampling (Saunders, 2012)probability sampling there
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is an equal chance of each unit being chodésually,surveys and experimestemploy
probability samplingOn the other hanth non-probability samplingthe chance of each

element being selected is not equal or predef{Satinder2009.

Based on the characteristics of the sample population, the researcher can estimate the
charcteristics of the larger population in probability samplifige findings from this
representative sample are generalizable. Sihiseresearch is based on experimental
design, probability sampling will be used here.

The sampling techniques under thenter of probabity sampling are simple random,
systematic, stratified random, clusgerd multistage techniques of sampling (Saunders
et al, 2012). This research employs simple random samplingtsattfiedsampling.In
stratified sampling techniqué)e population is stratified into subgroups and a sample is
selected fronthe subgroupased on the objective$the research-or this study, simple
random sampling was employed for the first thpéet studieswvhile stratified sampling
was used fothe main experimentin experiment 4, the questionnaire was administered
to respondents with children. Stratified sampling providesnogeneity within eaéh

stratum andheterogeneity across all subgrodi(3ekaran, 201(Qp. 266 267).

5.7.3 Desired sampleize.

The research design and the method of anatietisrminethe sample siz€Remenyiet

al., 1998). This study employs Analysis of Variance techniquintbthe differences
between the group$?ower anbsis for a tweway ANOVA with five groups was
conducted irG*Power to determine a sufficient sample size using an alpha of 0.05, a
power of 0.80, and a medium effect size=(0.25) (Faulet al, 2013). Based on the
aforementioned assumptions, the desired sample size of 400 was obtasedonBhe

above calculations, each subgroup must contain a minimum of 80 respondents.

5.7.4 Sample plan implementation.

Data was collected on QualtricsTM platforwww.qualtrics.com) The panel was

directed to Qualtrics by a data collection site chllderolific Academic
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(https://prolific.ac). The researcher specified the screening questions to the Prolific
Academic and the suitable respondents were directed to the questionnaire on Qualtrics
by an online link.As the respondents filled in thguestionnaires, Qualtrics software
provided the data in the desired format (SPSS or Excel). It must be noted that Qualtrics
and Prolific platforms are only limited to data collection and cannot interfere with the

designed experiment. The questionnairessighed and managed by the researcher.

5.8 Conclusion

This chapteputlined the researanethodology employenh this study. Itdescribed the
methodological considerations underlying the selected research design. Next, the
research design is discussed ethincludesa descriptionof the pilot studies and the

main experiment.
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CHAPTER 6. RESEARCH DESIGN

This chapter outlines the research design employed in this study. Section 6.1
presents an introduction to the chapter. Section6.2 describesthe developmentof
experimental materials. The research prenise is discussed in section 6.3he
questionnaire is discussed in section 6,4ollowed by a description of pilot studies
and themain experiment in section 6.5The ethical considerations for tlis research

are mentioned in section @&. Finally, section 6.7 concludes the present chapter

6.1 Introduction

The aim of the researchtsexplore theeffects of salient inforion and motivation on
perceptions of beverages with health halos and sisgerelated behavioural outcomes.
The research explores the role of salient information on perception of beverages.
Furthermore, it is argued that consumers perceive the information differently under
different motivational states. The proposed hypothesestested by nams of an

experiment, conductezhline.

Online experiments allowing the researcher to reach larger populations. The experiments
aretime-savingand costeffective (Reips,2002). The ability to research large samples
translates to higher statistical power (Krarer al, 2014; Salganik, 2006). The
experiments can be conducted across various geographic locations and cultures in real
time (Bond, 2012). All thesedaantages imgrt greatergenealizability and external

validity to the research. It has also been argueddhaith e exper i ment co
participart not vice v er)sWhie parfitipatingsn,the 2xpedirtent, 2 0 0 2
since participants remain in familiar segjs, any observed effects cannot be attributed to
unfamiliar location or setting of the respondents (Reips, 2002). Not surprisingly, due to
the advantages of O6speed, | ow cost, extern
justafew of the reasns why online experimenting is the method of choice by researchers
(Reips, 2002).
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Randomized experiments rule out bias and can account for the causes of effects in an
unbiased manngNeyman,Dabrowska and Speeti990). However, it rmbeen argued

thatexperiments are unable to account for causal mecha(@og, 2002; DeatoR009
Heckman and Smit1,995.

Based on the advantages and disadvantages presentediabonkneexperiment is the
optimal method for this researchhis research ifocusedon understanding how salient
sugar information is perceived by people under different motivational conditions. The
purpose of this study is to manipulate motivational conditions to segbalvactivation

affects the perception of beverages and relatedviiral outcomes.

6.2 Development of experimental materials

The experimental materials in this reseacomprise of 1) development of a fictitious
brand/product, 2) creation of salient labels 2) development of a priming technique
suitable for thixperiment and 3) development of a scale to measure the priming effect.

6.2.1 Creation of a brand

A fictitious brand of orange juice watkevelopedn this experiment. A fictitious brand

ensures that respondents do not have prior attitudes towardstuetpr

The reason for choosing soft drink sector is thdt h e-drirk @dteigory presents an
opportunity for the creation of a brand that is neither {igiolvement nor cognitively
demanding for the consumerd6 (Champni ss,
aims to explore the effect of salient sugaoinfiation on the perception of fruit juices.
These fruit juices carry health halos and seemingly appear healthy because of their
associationvith fruits. This research specifically chose orange juice because orange juice
holds 64% of the market share in tHK juice market andbrangeis the most popular
flavour in the fruit juice segmeiriStatistica 2016pBSDA, 2015. Continuing with the
market trend of naming brands after a virtue like innocent, honestTb&brand name
drustydowas selected for thisctitious brand. The brand was designed to be similar to

juice brands available in the UK market
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6.2.2 Creation of salient labels

The pictures below show the fictitious brand and label developed for this redegtoie
6-1).

Trusty

Orange Juice 500m!
Enriched with vitamins AB C
D E & Calcium

1 of your five a day
- Pure & Natural
- Healthy and tasty
- Ideal for on the go

Trusty el

Orange Juice 500m!
Enriched with vitamins AB C
D E & Calcium

«  1of your five a day

= Pure & Natural

= Healthy and tasty

= Ideal for on the go

12§

.

Trusty kids

Orange Juice 250ml

Enriched with vitamins ABCD E
Calcium

- 1 of your five a day
- Pure

- Natural

- Healthy and tasty

- Ideal for lunchboxes

This drink
contains

12

sugar cubes

Trusty Ques

Orange Juice 500m!
Enriched with vitamins AB C
D E & Calcium

- 1of your five a day

- Pure & Natural

- Healthy and tasty

- Ideal for on the go

This drink
contains
tsp sugar
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Trusty kids

Orange Juice 250ml
Enriched with vitamins ABCDE
Calcium

- 1ofyour five a day
Pure

- Natural
Healthy and tasty

- Ideal for lunchboxes

Sugar content = §

mini cookies

Trusty kids

Orange Juice 250ml
Enriched with vitamins ABCDE
Calcium

- 1 of your five a day
Pure

- Natural
Healthy and tasty

- Ideal for lunchboxes

This drink contains

Trusty kids

Orange Juice 250ml
Enriched with vitamins ABCDE
Calcium

- 1ofyour five a day
Pure

- Natural
Healthy and tasty

- Ideal for lunchboxes

Sugar content =

Trusty kids

Orange Juice 250ml
Enriched with vitamins ABCD E
Calcium

- 1ofyour five a day
- Pure

- Natural

- Healthy and tasty

- Ideal for lunchboxes

This drink contains
tsp sugar




Trusty s

Orange Juice 500ml
Enriched with vitamins AB C
D E & Calcium

- 1ofyourfive a day

- Pure & Natural

- Healthy and tasty

- Ideal for on the go

This drink contains

1275

——

Trusty Qe

Orange Juice 500ml
Enriched with vitamins AB C
D E & Calcium

- 1ofyourfive a day

- Pure & Natural

- Healthy and tasty

- Ideal for on the go

This drink contains‘
%r cubes

Trusty Qg

Orange Juice 500ml
Enriched with vitamins AB C
D E & Calcium

- 1ofyour five a day

- Pure & Natural

- Healthy and tasty

- Ideal for on the go

Sugar content

candies

‘Trusty je "}

Orange Juice 500m!
Enriched with vitamins AB C
D E & Calcium

- 1of your five a day

- Pure & Natural

- Healthy and tasty

- Ideal for on the go

Sugar content
mini cookies ‘

Figure 61 Images of the bran@artons and bottlesised in the@esearch
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As seenn the brand imagesbove, the aim was to make the sugar information salient or
more visible. It was essential that sugar informatgoonverted to easily understood
formats so that respondents could understand and decide whether the drink was healthy
and/or appealinglhe labels were chosen in line with our current working definition of
salience. As explained previously, this definition was derived ttanextantliterature

on salience. limust be noted that the same drink conveys the same sugar information in
different formats. The respondents were debriefed about the brand and visuals were
designed for external and face validity so that they appeared like éthitns soon to

be launched in the market.

The branchame of theroduct was introduced asrlsty'. Much like the current brands

in the market, this product waspecially designed to communicate health and
convenience. It emphasized on added vitaramswords likepure, natural healtldpand
cashed in on t headaykcommendaton ment 6s ' 5

The product was deliberately designed to appear credible to the participants. In the next
step, the sugar information was placed at the bottom of théifod the packin large

font. The first experiment aimed to find the find tiesstunderstoodabel that would be

used in subsequent experiments in the thesis.

6.23 Priming technique

As discussed in Chapter, 3esearch has shown thaties inthe envirmment can
automatically act i v atheeebygrmtavatisg andrguid;mg thgml e 6 s
(Barghet al, 2001; Custerst al, 2008; Sheeraet al, 2005).Priming has widely been

employed to activate goalBrevious research has supported,tpatticipantsarelikely

to act in line with the conterof the primed trait constructs (Bargh, Chen, & Burrows,
1996).This research employs widely tested methods of priming including scrambled
sentence task (Srull and Wyetal 1921979) and st

Participants completedsentencainscramblingask (Srull and Wyer, 1969) which was
designed to prime states of enjoyment and responsibility. In the scrambled sentence task,
participants are presented with a sentence with a stringob 4vords in random order.

The participants have to form a correct sentence with the given words. This is usually

disguised as an English grammar exercise. Most of the sentences contain a synonym of

86



the goal to be primed. For examy#ajoyhappy, pleasurdun to stimulate the participant

to think of enjoyment as a motivation

This research also employed tiséorytelling strategy toprime motivation of the
constructsResearch has shown thvalhen people are primed for distinctive qualities of
self, they are reminded of cognitions that relate to that particular aspect of self
(T r ay mtoaly 1991). In this method dftorytelling the participants read a story to
heighten the salience of a ctnust and then answer questions about their feelings and

motivations on a scale (Trafimost al, 1991).

6.2.4 Scale development

Measurement scales are desigtweassigrnscores to phenomena that cannot be measured
directly (Morgadoet al, 2017). Scalesare comprised oitems, whichsignify various
levels of a theoretical variab{®eVellis, 2003). The items of the scale were generated
based on learnings from pilot studies 1 andéxXt, the reliabilityand validity of the scale

weretested.

After completing the priming task, a scale was administered to the participants as part of

a separate experiment, which helped to assess if they had been primed. A scale was
designed to measure motivation for enjoyment and responsibilityrediadbility and

validity analysis were conducted to determine the effectiveness of the scale (presented in

chapter 7)

6.3 Research premise

Data was collected on QualtricsTM platform. The panel was directed to Qualtrics by a
data collection site called Prolific Academithe researcher specified the screening
questions to the Prolific Academic and the suitable respondents were directed to the
guestionnaire on Qualtrics by an online likespondents welaformedthat they were
invited to take parin two short studies foacademic research. It was clearly stated that
the regarch wasbeing jointly conducted by the School of Psychology and Henley

business school to economise on time and resources.
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The introduction to the survepresented a brief explanation of the twodsts
Participants were informed that the two separate studies were regarding food habits and
advertising preferences. The welcome page also contained a seatmmfidentiality of

the research along with the contact details of the researcher.

6.4 The questionnaire

This research employs questionnaire to explore the research objective. This method is

chosen in line with the philosophical underpinnings of the research.

Questionnaires are quick to admteisand areostsaving(Bryman and Bell, 2001 The
respondents can answer according to their convenience and all questions are administered
in the same order to the respondeBig/fnan and Bell, 2011 This methods useful in
collecting specific data setsvhich can then be evaluated and generalisedarger
populations (Remenyt al, 1998).

To engage the respondents in answering the questions with interest the questionnaire has
deliberately beerkept short. The welcome page informs the participants of the
approximate time taken to complete thegjiomnaire (nine minutes). There are colourful
visuals in the experiment to keep the respondent engaged. Furthermore, and the real
guestions are interspersed with interesting filler questions. To make this experiment
appear real, the images of the fictitsoproduct designed for this survey is visually similar

to the products available in the market.

The questionnaire begins wittstorytellingtask and choosing a picture task followed by
respondents answering the ERSO scale (Enjoymespionsibility self i othel). The
respondents are then directed to the next part ostimty, whichis presented as an
advertising study. Here the respondents look at everyday products available in the
supermarket and answer questions about the products based on their personal opinions.
This section is followed by some questions about the respondamesthé respondents
answer health consciousness and scepticism scales followed by providing their
demographic information. The respondents answer three funnel questions to gauge if they
thought the studies were connected in any {@agpendix 4) Following this, the

respondents are thanked for their participation.
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6.4.1 Questionnaire item selection

Following the literature review in chapters 2, 3 and 4, the researcher has identified four
variables for priming. In the first step, the experiment involved priming respondents for
these variables. The identified variables were motivation for enjoymetit;ation for
responsibility, motivation to think of self and motivation to think of significant others.
To measure these variables, scales were developed and &esikldevelopment and

item selection for the variads is discussed in Sections 6.&06.5.2 Thesections will
outline the method of priming followed by the scale used to measure the effect of priming.

6.4.2 Self/other/control

Pilot study 2ested the effect of motivation for self or significant others on the perception

of the beverage ith salient sugar informatiorScrambled sentence task (Srull and Wyer,
1979) was employed to prime the participants. The participants were randomly assigned
to three group$ self, other and control groups. Each group completed one sentence
completion tak. The task consisted of 15 relevant sentences and 13 filler sentences. The
sentences designed to motivate respondents to think of seKehadrdsrelated to the

word self. These words included my decision, my choice, my freedom, my independence,
individual, myself etc. The sentences designed to motivate participants to think of
significant others hakeywordsrelated to family members. These words included words
like family, grandparent, son, daughter, child, couple, dependant, mother etc. The control
group had neutral words like sky, road, cat, leaf, etc. After completing this task, the
participants answered questions orgoint Likert scale to test and measure if priming

for the desired motivation was successful. Singgdi-corstrual scale (Singis, 1994)

was employed in this study. The scale consists of 12 independent items and 12
interdependent items. This scale helps to measure the independent or dependent self
construal, whichmplies the extent to which treelfis defined independently otleers

or interdependently with other€ronbach Alpha reliabilities with the 15 items have been
ranging from the hi ghThesegdiabibtiestamconsitieeed mi d d |
adequatewing tothedroadnessf the construct and the wide range of thlots, feelings,

and ehaviours assessed by the sgébengelis, 1994). The scale provides a mean score

of independence and interdependence for each respondent. In the context of this research,

if the priming has worked, participants primed for self shostdre higher on
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independence and participants primed for significant others should score higher on
interdependencé complete list of questions used to measure the constructs in this study

Is presented in Appendix 2.

6.4.3 Enjoyment/responsibility/control

Pilot study 3tested the effect of motivation for enjoyment or responsibility on the
perception of the beverage with salient sugar informatmnambled sentence task (Srull

and Wyer, 1979) was employed to prime the participants for responsibility.

This is study 1 on English language and memory. You will see five words. Pleas
form a correct sentence using only four of the five words provided.

For example: flew, table, the, away, bird

Answer: the bird flew away

We may ask you questions regarding these sentences at the end of the survey.

The participants were randomly assigned to three grioepfoyment, responsibility and
control groups. Each group completed one sentence completion task. The task consisted
of 15 relevant sentences and 13 filler sentences. The sentences designed to prime
responsibility hadeywordsrelated to the word responsibility. These words included care,
concern, duty, authority, role, accountable etc. The sentences designed to prime
enjoyment hadkeywordsrelated to the word enjoyment. These words included words
like cheerful, lively, merry, fun, laughter etc. These words were selected based on an
online pilot study conducted among Reading University students. The control group had
neutral vords likesky, road, cat, leaf, etc. After completing this task, the participants
answered questions or¥goointLikert scale to test and measure if priming for the desired
motivation was successfulh complete list of questions used to measure the agtstr

in thisstudy is presented in Appendix 2
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It is very important for me to be responsible.

| am feeling more motivated to fulfil my responsibilities
than to have fun.

It is very important for me to enjoy and have fun.

| am feeling more motivated tohave fun than to be
responsible.

6.4.4 Enjoyment-Responsibility-Self- Other combined effects.

Experiment 4 tested the combined effects of the identified variablige parceptiorof

the beverage. In this experiment, participation was limitedparents in the UK
population Storytellingtask was employed to motivate the participants. After completing
this task, the participants answered questions/epantLikert scale to test and measure

if priming for the desired motivation was successful. The four combined variables were
1 Enjoyment self
1 Enjoyment other
1 Responsibility self
1 Responsibility other
Experiment 4 tested the effect of motivation for the aboveMatablesontheperception
of the beveragesThe participants were randomly assigned to five groupself
enjoyment, selfesponsibility, otheenjoyment, otheresponsibility and controlrgups.
Storytellingtechnique (Trafimovet al1991) was employed to motivate the participants.
After reading thetask, the participants wrote their own experiences according to the

described context. Following this, they saw a picture of a related scematithen

proceedd to respond to three statements. Thpssstions, on &pointLikert scale, were
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designed to fuher motivate the participant§he firsttwo statementare shown in Table
6-1 below.
Table 6-1. Items in the scale

Prime ltems in the scale

It is important that my family membe
relish delicious food from time to tim

without worrying about calories.
Enjoyment 1 other (EO)

My family enjoys being rewarded wit
yummy food or drinks occasional

whether this food is healthy or not.

It is important for me to take care

Responsibility seF (RS) myself by eating a balanced diet.

| try to make sensible food choices and

fresh meals whenever | can.

It is importantfor me to take care of m
family by making sure they eat a balang

diet.
Responsibility- other (RO)

| try my best to make sensible fo
choices and provide fresh meals to

family whenever | can.

| find it important to relish delicious foo
from time totime without worrying abou

calories
Enjoyment-sdf (ES)

| enjoy rewarding myself with yumm
food or drinks occasionally whether th

food is healthy or not.
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This was followed by administration of the ERSO scale. This scale was designed by the
researcher based on previexperiments and extensive literature review. These 10 items

included

| am feeling motivated to eat a balanced diet.

| am feeling motivated to enjoy and indulge in delicious treats.
| am feeling motivated to eat quick and convenient food.

I am likely to choose salad or veggies at my next meal.

| am likely to choose fast food at my next meal.

= =/ 4 4 A4 -2

| am feeling motivated to provide wholesome balanced dinner to my family
tonight.

]

I am feeling motivated to delight my family with delicious little treats tonight.

I am feeling motivated to make very healthy food choices.

| am feeling motivated to really enjoy my food without worrying about
calories.

1 | am feeling motivated to make very healthy food choices for my family

members.

The 10 items of the ESR€xale weresubjected to principal components analysis (PCA)

using SPSS version 21. Prior to performing PCAsthi&ability of data for factoanalysis

was assessed. Inspection of the correlation matrix revehéedgresenceof many
coefficients of .3 and above. TheaiKerMeyer Olkin value was .82xceedingthe
recommended value of .6 (Kais&r9 74) and Bartl ettds Test of

reached statisticaignificance, supporting the factorability of the correlation matrix.

Principal components analysis revealed the presence of two components with eigenvalues
exceeding 1, explaining 44.4% and 15.6% of the variance respectivelyspactionof
thescreeplot eveal ed a break after t hescfeetestst com
it was decided to retain twaomponents for further investigation. Ttveo-component

solution explaine®0.06% of the variance, with Component 1 contributing 44.40% and
Component 2 contributing 15.65%. To aid in the interpretation of theseomponents
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oblimin rotation was performed. The rotated solution revealed the presence of simple
structure (Thurstone 1947), with both components showing a number of strong loadings
and all variables loading substantially on only one component. Respitysibins
loaded strongly @ Component 1 and enjoyment items loaded strongly on Component 2.
There was a weatkegativecorrelation between the two factors<-.15). The results of

this analysis support the use of enjoyment items and responsibility #sraeparate
scales.A complete list of questions used to measure the constructs in this study is
presented in Appendix 3.

Reliability of scales

Responsibility Scalé The Cronbach alpha coefficient was 0.94 indicating very good
internal consistency relidlty for the scale with this sample. The meanrter-item
correlation value was .63 indicating a strong relationship among the items.
Enjoyment Scale The Cronbach alpha coefficient was 0Qi@8icating an acceptable
value The mearnter-item correlationvalue was .25 which is in recommended optimum

range of .2 to .4 (Briggs an@heek 1986) for short scales.

6.4.5 Dependent variablesHealth and appeal of beverages

Following the questions on priming, the respondents were led to a second study that posed
as a study on advertising and marketing. Here, the respondents were shown pictures of
everyday products and asked two questions about each product. The answers were
recorded in7-point Likert scale. As mentioned previously, to make the questionnaire
interesting, the questions about the beverages were asked in random order and
interspersed with other everyday objects like mobile phones, tissue rolls etc. The survey
keptshortand the qustions were not difficult to answer. The beverages used in this study
included the prototype developed in experiment 1, the prototype with a sugar label, a
bottle of water and a carbonateglverage. Thievo questions asked about these bages

weredn my opinion this drink is healtlanddn my opinion this drink is appealingpn

a 7 point Likert scale.
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6.4.6 Additional variables

In Experiment 4, besides answering demographic information, respondents also
answered questns onhealthconsciousnesscepticismand foodrestraint.Below is the
description of these scaleéSince this research primes the participants for responsibility
or enjoyment in the context of healthy and unhealthy eating, it is essential to gauge if
these additional variables hady impact on the perception of the beverage.

Health consciousness scal@ould, 1990)is a 10-item scale to measurkealth sel
consciousness, health alertness, healthnsetfitoring, and healtlinvolvement. The

statements in this scale are

T | 6 m adhanges in myhealth.

T 1dm usually aware of my health.

1 I reflectaboutmy health a lot.

T I 6 m v econgciogsalofit my health.

T 1dm generally attentive to my inner f eece
T 1dm constantly examining my health.

T 1dm very invdthved with my hea

T 16m aware of the state of my health as
1 I notice how I feel physically as | go through the day.

SKEP scale- Skepticism towards advertising scale i8-g¢ems c al e t dhe measur
general tendency t owar dOhkkrimiiernedlSpaegénbesgf a d v
1998 p. 159. The statements in the SKEP scale are:

1 We can depend on getting the truth in most advertising
1 Advertising's aim is to inform the consumer
1 I believe advertising is informative

1 Advertising is generally truthful
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1 Advertising is a reliable source of information advertising about the quality and
performance of products

1 Advertising is truth well told

1 In general, advertising presents a trueysiet

1 I feel I've been accurately informed after viewing most advertisements

1 Most advertising provides consumers with essential information

Revised Restrained Scale (RRSYhe RRS is a teitem measure used for identifying

restrained eaters. Dietary resttais defined as the intention to restrict food intake in

order to control body weighltems of RRS are rated on a fetw five-point scale, with

a maximum total score of 35. RRS consists of two subscaleigt fluctuation

(WF) with four items for asessing history of weight fluctuation and ¢bjcern with

dieting (CD with six items for assessing the attitudes towards dieting. (Polivy and

Herman, 1980)

Sub-scale structure in the scaseas follows:

CD 1. How often are you dieting?

=

WEF 2. What is te maximum amount of weight you have ever lost within 1
month?

WF 3. What is the maximum amount of weight gain within a week?

WF 4. In a typical week, how much does your weight fluctuate?

CD 5. Would a weight fluctuation of 5 Ib affect the way you live ydaP

CD 6. Do you eat sensibly in front of others and splurge alone?

CD 7. Do you give too much time and thought to food?

CD 8. Do you have feelings of guilt after overeating?

CD 9. How conscious are you of what you are eating?

=4 =2 A A4 A4 A A -

WF 10. How many pounds owvgour desired weight were you at your maximum

weight?

* RS, Restraint Scale; CD, concern for dieting; WF, weight fluctuation
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6.4.7The Likert -type sevenrpoint scale.

Likert scale was chosdor this study. Scale questions are often used to collect attitude

or belief data (Saundetgwis and Thornhill, 2000 In these questions, respondents are
asked how strongly they disagree with a given statement. If the research comprises of
multiple statemets, it is essential to keep the same order of response categories for all
statements (Kervin, 1992). In the present research, all questions were asked on a 7 point
Likert scale with 1being strongly disagresnd 7being strongly agred he participants
indicated their level of agreement with statements by choosing a score. A low score
indicates disagreement whereas a high score indicates agreement (frastrdngly
disagreéto 7 =Gstrongly agred.

A common criticism of Likertype scales is regardirige midpoint (Oppenheim 1992).
The midpoint of a Likertype scalas regarded difficult to interpret as it can either mean
a neutral response @n undecided responsésérland 1991 Guy & Norvell 1977
Komorita 1963;Raaijmakerset al, 200Q. Research has also shown that on including
and excludingnidpoints the results remain simil§Armstrong 1987). Composite scores
are usially not affected bynclusion,thereforeit is advisable to provide a mjgbint or
neutral scor¢Albaum, 1997).

6.5 Measurement scale determination and instrument refinement

After the researcher had selected the most suitable prototype by rpioirsgudyl, the

next step was to look at the effects of motivation on the perception of the beverages. The
second ad third pilot studiesapplied the context of goal priming on a broader spectrum.

These experiments primed the participants for enjoyment/responsibility and self/other
respectively. However, the motivation was focused on enjoyment in general. For example,

the word O6enjoymentd coul d t rriegsgpeornmiuad. nti 6dse

Similarly, the word O6responsibilityd coul c

While pilot study 3was siccessful inpriming the participants and yielded significant
results, pilot study 2 did not provide significant resultsthe nexistep, itwas essential
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to make the study more focused so the participants were motivated to think of the primed

concepts in terms 0bbd and beverage rather than generic items.

Moreover, the variety of beverages was increased in each successive exp@iiotent.
study?2 explored the perception béverage with sugar information label and waldiot
study3 focussean theperceptiorof beverage with sugar information, beverage without

sugar information and water. This experiment also explored the behavioural outcomes.

Before delving deeper inthe main experimenit is notable thathree pilot studies were
undertaken.These pilotserved well to refine and focus the experimente pilot tests

are discussed below followed by a brief discussioalldheexperiments.

The first step in building a survey instrument for this researclawestensivditerature
review and studying gthmarket trends in the UK beverage market. An initial pilot was
run to test the validity of the instrument. This pilot was carried out with four academics
(marketing and psychology faculty) and fellow researchers. For external validity, great

attention wagpaid to the development of the fictitious brand and the front of pack label.

From this pilot, a number of elements were modified. Thedadedmaking the sugar
information label muchlarger, so it could gain theconsumeés attention almost
immediately. The other changes included English language revisions to make the
instructions clearer and easy to understand for the participants. The pictures of the labels

were modified based on this pilot study.

Following these changes, another pilot was run to fredmost suitable sentences for
priming the respondents. This pilot was carried out with thirty academics and
administrative staff of Henley Business School. Based on the feettoatkhis pilot,

the most suitable arfdestunderstoodvords were selected to be includeditot study

2.

A third pilot study was run to explore the behavioural outcomes Tds&. pilot was
carried out with two academics and colleagues from Henley Business S8ased on
the results of this pilot stugdyhe behavioural task was modified in accordance with the

software limitations. While earlier, the task included dragging and dropping the chosen
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drink to a box, due to software limitations this task was changed to a clicking task wherein

the participanhad toclick on a drink to select it.

6.5.1 Pilot study 1

The firstpilot studywas conducted to decide which brand designlabelwill be used
for the subsequent experimenBata was collected online by a survey designed on
Qualtrics software. Emails were sent out to staff members of Reading University, inviting

them to participate in the short survey.

This is a marketing survey being conducted for academic ressdtieimley
Business School, UK. The purpose of this surveg isarn abouyour personal
opinions regarding some everydayoducts.

Participation will involve seeing 10 pictures of everyday products and then
answering questions about them. Bheveywill take approximately 3 minutes of
your time

The participants wernaformed that the survey was to know their personal opinions about
everyday productdNone of the participants knew that the research was regarding how
sugar information is perceived by the audience. The survey took three minutes to
complete and was delikaely short to ensutbemaximumattention of participantsTen
guestions were to be answered by each respondent. Eight of these were filler questions
while two questions were the juice carton and juice bottle with varying sugar information.
The filler questions comprised of a picture of random everyday products like phone,
books, shoestc.and two generic questions were asked about each product. Each page
on the questionnaire depicted a picture of the product and asked two questions regarding
the prodet. The questionnaire for pilot study 1 is presented in Appendix 1.

All questions were presented randomly to each participasewknpoint Likert scale

was used in the study for all questions glrengly disagreeand 7=strongly agreg

Similar to thefiller questionsthe two relevant questions showed the participant a picture

of the beverage and asked two questions asked two questions about the beverage shown.

These questions welg dn my opinion this drink is healtidand 2)dn my opinion, this
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drink is appealing In the concluding stephe participants answered some demographic
questionon age, gender, income, ethnicity and age of youngest child. The participants

were then thanked for their participation and the survey ended.

The results ofthis survey helped the researcher in identifying which label would be

best suited for further experiments.This decision was based on the health and appeal
scoring of all the drinks, statistical tests (discussed in detail in Chapter 7) and discussion
with colleagues (faculty of marketing and psychology schools).

A set of hypotheses were presented based on pilot study 1. These hypotheses are
presented below.

Table 6-2. Hypotheses for pilot study 1

H Description

Salient sugar information on the label will decrease healthiness
Hla perception of beverage

Salient sugar information on the label will decretheappealof
Hlb beverage.

6.5.2 Pilot study 2

As discussed in chapter 3, this research argues that motivation of the respondent can
influence the perception of the beverage. For example, a person motivated to think of
oneself might perceive the same information differently than a person motivaléukto t

of significant others or family. Furthermore, drawing from chapter 2 on goal priming
literature, the aim of this experiment was thfele. Firstly, to motivate the participants

to think of themselves or significant others (family), secondly, to egpfanotivation

has an effect orthe perceptiono f the beverage and thirdly

behavioural outcomes.
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You will be asked to participate three independent studieseing conducted for
doctoral research at different schools at thevehsiity of Reading. These three studies
presentedn one survey to economize on time and resources.

The purpose of the first study is to resedtdlglishlanguage and memory. The second
study is regarding your personal opinions. The third studygerding food and beverag
advertising.

This entire survey will take approximately 6 minutes to complete.

The participants were randomly assigned to three griogpl, other and control groups.
Each group completed the sentence completion task. The task consisted of 15 relevant
sentences and 13 filler sentences. The sentences designed to motivate respmndents
think of self hadkeywordsrelated to the word self. These words included my decision,
my choice, my freedom, my independence, individual, myself etc. The sentences
designed to motivate participants to think of significant otherskegaiordsrelated o

family members. These words included words like family, grandparent, son, daughter,
child, couple, dependant, mother etc. The control group had neutral worslkylikead,

cat, leaf, etc. After completing this task, the participants answered questiganding

their personal opinions on7apoint Likert scale. This task was actually employed to test
and measure if priming for the desired motivation was successful. Sigteonstrual

scale (Singelis, 1994) was employed in this study.

Following this study, were led to the behavioural outcomes study. This task was in the
format of drag and drop online games. The respondent had to choose a sandwich and a
drink for a lunch tray. In separate questions, the participants were presented with three
drinks, a lunch tray, five sandwicheand a lunch tray. On the computer screen, the

respondents had to drag and drop their chosen drink and sandwich into a lunch tray.

From the given three drinks, please choose one drink.
Drag and drop your chosen drink irttee food tray on the right.
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Building on frompilot study 1 another drink was added to this experiment. The three
drinks were 1) prototype with salient sugar information, 2) prototype without salient
sugar information and 3) a bottle of water. The psget without salient sugar
information was chosen to contrast and compare the effects of motivation on salient and
nonsalient information on the same produ€he questionnaire for pilot study 2 is

presented in Appendix 2.

Next, the respondents answered three questions about each drink. Each question was
presented on a new screen to avoid any confusion. These three questionsdmerg/ 1)
opinion this drink is healthiiy 2) dn my opinion, this drink is appealingand 3) | would

like to drink everyday. In the nexstep,the participants answered some demographic
questions and were thanked for their participation.

A set of hypotheses were presented based on pilot study 2. These hypotheses are
presented below.

Table 6-4. Hypotheses for pilot study 2

H Description

Respondents primed to think of significant others will perceive the
beverage with salient sugar information less healthy than responde
H2a primed to think of themselves and participants in the control group.

Respondents primed to think of significant others will perceive the
beverage with salient sugar information less appealing than respor
H2b primed to think of themselves and the control group.

6.5.3 Pilot study 3

Now that the research had identified the prototype that was to be used in further
experiments, the next step was to test for the effects of motivatitre@erceptionof

this prototype.

As discussed in chapter 3, this research argues that motivatibe oéspondent can
influence the perception of the beverage. For example, a person motoragappyment

might perceive the same information differently than a person motivated to be responsible.

Drawing from goal priming literature, the aim of this esipent was thredold:
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1 To motivate the participants for enjoyment or responsibility
1 To explore if motivation has an effect tire perceptiorof the beverage and

1T To assess respondentsdé behavioural outc

The participants were provided with a coviarg that they had to complete three studies.

You will be asked to participate three independent studiedeing
conducted for doctoral research at different schools at the University of
Reading. These three studies are presantede survey to ecmmize on
time and resources.

The purpose of the first study is to reseddglishlanguage and memory.
The purpose of the second study regarding your personal opinions. The {
study is regarding food and beverage advertising.

This entire survewill take approximately 4 minutes to complete.

The participants were randomly assigned to three grioepfoyment, responsibility and
control groups. Scrambled sentence task (Srull and Wyer, 1979) was employed to prime
the participants for responsibility or enjoyment. Each group completed the sentence
completion task. The task consisted of 15 relevant sentences and 13 filler sentences. The
sentences designed to prime responsibility Haywords related to the word

responsibility. These words included care, concern, duty, authority, role, accourtable et

The sentences designed to prime enjoymenkbgdordsrelated to the word enjoyment.
These words included words like cheerful, lively, merry, fun, laughter etc. These words
were selected based on an online pilot study conducted among Reading Yniversi
students. The control group had neutral words Bkg road, cat, leaf, etc. After
completing this task, the participants answered questions regarding their personal
opinions. This was actually&apoint Likert scale to test and measure if priming for the

desired motivation was successful.

In this pilot study, the two beverages used were the prototype with sugar information

label and a bottle of water. Water was chosen as the second beverage to beplore t
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impact of motivation on perception. Water wassenas this is universal and healthy

drink. It would be interesting to explore the impact of motivatiortr@perceptionof

water. Theparticipantswere showra picture of the beverage and asked twostioes

asked two questions about the beverage shown. These questions dreraylppinion

this drink is health§and 2)dn my opinion, this drink is appealing In the nexstep the
participants answered some demographic questions and were thankedeifor
participation.The questionnaire for pilot study 3 is presented in Appendi Set of
hypotheses were presented based on pilot study 2. These hypotheses are presented below.

Table 6-4 . Hypotheses for pilot study 3

H Description
Respondentprimed for responsibility will perceive the beverage wit
salient sugar information less healthy than respondents primed for
H3a enjoyment.

Respondents primed for responsibility will perceive the beverage w
salient sugar information less appealingrtliespondents primed for
H3b enjoyment.

6.5.4 Main experiment

As the research progressed, it was felt essential to focus the research into the domain of
food and beveragedn further discussions held with colleagues (marketing and
psychologyfaculty), it was decided that focussing and refining the study should be the
next step forwardScrambled sentence task was used as the method of priming in pilot
studies 2 and 3, it was decided to explore story telling task (Trafimow 1991) as the
method to prime @rticipants in the final experimeng&ince aeverage was chosen as the
fictitious brand in this thesis, refining the research would ensure that any effects or
changes in the perception of the beverages could be assigned to motivatiocuseal

domain (food and beverage). It would be interesting to explore how perceptions are
affected when combined motivations are primed. &mmple,a scenario of eating

healthy foodoneself versulealthy food with family or enjoying indulgent treats alone
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versus enjging tasty treats with familyi-urthermore, anotheeason for selecting this
method waso elicit food and eating focused thinking and responses from the participants.
In summary, the reasons for selecting a different method for the main experimenf were 1
further refinement of the experiment and 2) to prime participants for enjoyment or
responsibility in the context of food/eating.

In the next stepa questionnaire was designed for the main experiment and the first
hundred responses were used as a new gilid. This was done to ensure that there
were no technical glitches and the main experinves run smoothly. Once the firs
hunded responses were collected, the responses were carefully studied. The responses
depictedsuccessful primingf participaris by storytelling taskThese responses were
incorporated in to the main experiment which proceeded to collect four hundred more

responses.

Another development in this research was the population. It was decided that this survey
would be administered to parents in the UK population. Academic Prolific, the site that
directs the participants to the survey, had the option of screening thepaatsobn age,

gender etc. For this research, parents were directed to the survey. Research had shown
that fruit juice and fruit drinks consumption has been steadily growing among UK
children (BSDA, 2019. Theresearch focussed specifically on parents aasmis are the
primarydecisionmakerswhen it comes to food and beverage presentation to children. It
has been researched that Oparents ofemain
chil dr en s Béildassalr(ls p 610 érents play mimportant role in
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supporting the health and wddeing d children and adolescents (CDQQ15)

Thank you for taking part in this research. We are very grateful for your
support and time.

You will be asked to participate in two short studiesngconducted for
academic research at two different scho8kshpol of Psychology and
Henley Business Schopht the University of Reading. These two studies &
presentedn one survey to economize on time and resourcessditvey will
conclude with a fevguestions about you.

Let us tell you about the studies.

The purpose of the first study is to researobr personal opinionsregarding
your food habits and preferencesThe second study is regarding your
personal opinions omarketing and advertising of everyday products in the
supermarkets. Please answer basegbon personal tastes and preferences
in both the studies.

Participants were welcomed and provided a cover pagewith@osurvey will proceed.

The participants were randomly assigned to five groupselfenjoyment, self
responsibility, otheenjoyment, otherresponsibility and controfroups Storytelling
technique (Trafimowet al, 1991) was employed to motivate tparticipants. After
reading the task the participantgote abouttheir own experiences according to the

described context.
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In what follows, we would like to find out more about your food habits. Plea
note that there are no wrong answers, we aeedgsted in knowing your
personal opinions and experiences. Please read the following paragraph
carefully as it will give you important information on how to respond to this
study.

From our previous research, we know that most people like to relisbrgoy
tasteful food, at least from time to time. In this survey, we would like to find
more about when and why people like to eat enjoyable, tasty food. For inst
some people have told us that enjoying yummy food and beverages is a w
finishing and appreciating the end of a busy work day and to relax, others |
told us that a birthday without a birthday cake would be no real birthday, af
that birthdays are perfect occasi
participants have toldustha 61 i ttl e sinsd and |
stressful times.

Please tell us in a few sentencésree reasonsor occasionsvhen and why
you personally consider it beneficial or important to indulge in food and
just enjoy. You can also tell us about your favourite tasty treats and when y
enjoy eating them the mo&tour reasons can be similar or different to the
description above. Please feel free to write what comes to your mind and i
true for you. Please take 3maites to write your thoughts. The survey will
proceed after 3 minuteBlease use the time provided to elaborate on your
opinions and explain your reasons in a few sentenceKindly make sure you
write in all three boxes provided below.

Following ths task, the participants saw a picture of a related scenario and then proceeded
to answer three questions. These questions, on a 7point Likert scale, were designed to

motivate the participants for the desired goal

Next, the participants answered the ERScale (details in Section 6.11.4). The
participants were informed that this wheendof study 1 and the next study would start
from page 2. This page break was deliberately mentioned so that the participants would
not relate or associate the two segdiThe next study consisted of four relevant questions
presented randomly and interspersed wniklve filler questions.The filler questions
comprised of a picture of random everyday products like phone, books, ethcesd

two generic questions werskaed about each product. Each page on the questionnaire
depicted a picture of the product and asked two questions regarding the product. All
guestions were presented randomly to each participasevAnpoint Likert scale was

used in the study for all gsgons (1 =strongly disagree and 7= strongly agree). Similar
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to the filler questionghe four relevant questions showed the participant a picture of the
beverage and asked two questions asked two questions about the beverage shown. These
questions were 1dn my opinion this drink is healtiijyand 2)dn my opinionthis drink

is appealing In the nextstep,the participants answered some demographic questions

and the survey ended.

An important development in this experiment was that questions were r@gjeading
four beverage types. These were

1) fruit juice without sugar label

2) fruit juice with sugar label

3) acarbonated beverage

4) abottle of water

The images of these beverages are shown below.

Il LT
| | Trusty ey
Trusty Orange Juice 500ml —

Enriched with vitamins AB C
DE & Calcium

- 1ofyourfive a day

- Pure & Natural

- Healthy and tasty

- Ideal for on the go

Orange Juice 500ml
Enriched with vitamins AB C
D E & Calcium

- lofyourfive a day
- Pure & Natural
- Healthy and tasty

This drink contains
- Ideal for on the go

tsp sugar »
rd

Figure 62 Images of beverages usiedhe main experiment

A carbonated beverage was added to this list to explore the effects of motivation on a
beverage that is widely considered unhealthy and has no health halo. In addition, it would
serve as an example to compare and contrast the effeaitivation onthe perception

of different varieties of beverages in the soft drink category like water, juice and

carbonated drinks. A fictitious bottle of a carbonated beverage was designed for this
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purpose. This product was made similar to the bramdsent in the market for face

validity.

Following this task, the participants were told a cover story regarding prg@alumch

box and asked to choose a sandwich and a drink for the lunch box.

Let us look at products in a typical luniobx.

Imagine that you have to prepare a lunch box with your choice of sandwi
and drink.

From the given four drinks, please choosedrink for your child's lunch
box.

From the given four drinks, please choosedrink for your lunch box

In the next question, the participants were presented with a sliding scale and were shown
the pictures othe prototypewith sugar label and prototype without sugar label. The
participants were asked to rate the drinks on a sliding scale of 1 to 10 (1= Not at all
healthy, 10 = extremely healthy. This was the end of study 2 and led the participants to
answer questions on health consciousness and consumer scepticism followed by
denographics. Before ending the survey, funnel questions were asked to ascertain if
participants noticed the link between the studies. Based on the analysis of all
guestionnaires, none of the participantsaware of priming concepts and naraiced

the connection between the two studies. The reasons for this could be that the two studies
were clearly demarcated and defined as separate studies at the beginning of the survey
and the end of each survey was explicitly mentioned to the partisipdoteover,the

design, font and colour used in both surveys were different thereby making them look

like separate survey¥he questionnaire for pilot study 1 is presented in Appendix 4.

A set of hypotheses were proposed floe main experiment. Thesg/gdotheses are

presentedn Table6
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Table 6-5 . Hypotheses for the main experiment

110

H

Description

H4a

Respondents primed for responsibiljiy the context of foodyvill
perceive the beverage with salient sugar information less healthy t
respondents primed for enjoyment.

H4b

Respondents primed for responsibiljiy the context of foodyvill
perceive the beverage with salient sugar information less appealin
respondents primed for enjoyment.

H4c

Respondents primed to think of significant othi@gngthe context of
food) will perceive the beverage with salient sugar information less
healthy than respondents primed to think of themselves.

H4d

Respondents primed to think of significarthers(in the context of
food) will perceive the beverage with salient sugar information less
appealing than respondents primed to think of themselve

H5

An interaction effect is likely to be observed between priming of
self/other and enjoyment/responsibility motivations in the health
perception of sugary beverages with/without salient sugar informat

H5a

Respondents primed to think of enjoyifogpd themselves will perceive
the beverage (with salient sugar information) healthier than respon
primed to think of enjoying food with significant others.

H5b

Respondents primed to think of enjoying food themselves will perc
the beverage (witkalient sugar information) more appealing than
respondents primed to think of enjoying food with significant others

H6a

Respondents primed to think of enjoying food themselves will perc
the beverage (with salient sugar information) healthier thapondents
primed to think of responsible eating themselves.

H6b

Respondents primed to think of enjoying food themselves will perc
the beverage more appealing than respondents primed to think of
responsible eating with significant others.

H7a

Responents primed to think of enjoying food themselves will perce
the beverage (with salient sugar information) healthier than respon
primed to think of responsible eating with significant others.

H7b

Respondents primed to think of enjoying food thdrmesewill perceive
the beverage (with salient sugar information) more appealing than
respondents primed to think of responsible eating with significant
others.

H8a

Respondents primed to think of enjoying food with significant other
will perceive the bevage (with salient sugar information) healthier
than respondents primed to think of responsible eating themselves

H8b

Respondents primed to think of enjoying food with significant other
will perceive the beverage (with salient sugar information) more
appealing than respondents primed to think of responsible eating
themselves.

H9a

Respondents primed to think of enjoying food with significant other
will perceive the beverage (with salient sugar information) healthiet
than respondents primed to thinkresponsible eating with significant
others.




Respondents primed to think of enjoying food with significant other
will perceive the beverage (with salient sugar information) more
appealing than respondents primed to think of responsible eating W
H9b significant others.

Respondents primed to think of eating food responsibly themselves
perceive the beverage (with salient sugar information) healthier thg
respondents primed to think of responsible eating with significant
H10a | others.

Respondentprimed to think of eating food responsibly themselves
perceive the beverage (with salient sugar information) healthier thg
respondents primed to think of responsible eating with significant
H10b | others.

Respondents primed for responsibility will less likely to select the ts
label beverage for the lunch box than respondents primed for enjoy

H11 or the control groups.

Respondents primed for enjoyment will be more likely to select the
|l abel beverage for t he sophinedfdrd s
H12 responsibility.

Respondents primed fenjoymentwill give a higher health scote the
H13 beverage with salient sugar informatidhan respondents primed f
responsibility

6.6 Ethical considerations

The research proposal requirggime ethical considerations. Specifically, the research
proposed to tell the participants a cover story that was not entirely true. The experiments
involved manipulating consumers without their complete knowledge. The priming task
was masked as an Englisframmar exercise and the perception of beverages was

presented as an advertising study.

Literature in experimental research has documented the widegomngsaymenbf cover
stories to mask the manipulations (Bargihal, 1999, Champniss, 2013for these
experiments to work and be successful, it is essential that the participant is unaware of
the manipulation. In this thesike intentions of the researcher were quite similartat
was portrayed in the cover message. The research was designed rtamadbow
motivation affectdhe perceptionof various beverages. The results of this reseeach
be usefulto a wide audience including consumers, food and beverage industry and the
government. The research would help consumers to make better degemersment

to design better food labelling policies and food companies to design effective brand
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communication strategied'he purpose of the research was aligngth the brief
presented to participants. Looking at the larger picture, the participangsingeed
helping the academic researcher in exploring marketing initiatives.

Moreover, when analysed, the funnel questions answered by the participants after the
study did not present any concerns. The comments suggested that participants paid more
attertion to the advertising and health aspect of the research rather than suspecting a link
between the two studies. There were no specific comments or references from the

participants about the manipulation.

Since experiment 4 was conducted through resgahl Prolific, each respondent was

paid £1 for participation. The other three surveys did not involve any payment to
participants. The respondents were clearly told that the research was being carried out for
doctoral research purposes and their respomgae confidential. Furthermore, the
researcher o0s emai | address was provi ded
guestionnaires. Respondents were told that any queries or concerns were to be addressed

to the email id provided.
The research documentation was submitted to the ethics committee of Henley

Business School ethics committee, and the researcher received an ethics clearance

certificate for the research.

6.7 Conclusion
This chapteroutlined the researctdesignenployed in this studyThe next chapter

discusses the results of the reseandtich includesadescriptionof the data followed by

statistical results of the pilot studies and the main experiment.
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CHAPTER 7. RESULTS AND HYPOTHESIS TESTING

Having presented theresearch methodology and desigm the previous chapter this
chapter presents the proposed hypotheses anddescribes the results of the
experimental research.Section 7.1 introduces the chapter. Sections 7.2 and 7.3
describe initial examination collected data. Section 7.#resents the demographic
information. Section 7.5 describes the manipulation checks. In Section 7.6, the
research hypotheses are tested. Section 7.6 focusses on the effects of additional

variables, followed by conclusion in &ction 7.8.

7.1 Introduction

This chapter prepares the empirical data for the application of statistical techiiogies.
data is gathered by an online survey, and the analysis starts with an initial examination of
this data.

To guide the reader, the ezsch frameworks presented in Figure-I7 below. This

framework highlights the relevant areas of the thesis structure related to this chapter.

Figure #1. Structure of the research
(Highlightedareas are covered this chapter)

| Research problem | Theory and research | Instrument selection |
hypotheses +
i (Chapters 2 and 3 | Experimental materials |
> v =
| Literature review | v
Research philosophy
(Chapter 1) | Questionnaire for pilot 1 |

(Chapter 4) *
| Pilot 1 |

M

Questionnaire for Questi_onnaire for
pilot 2 pilot 3

v

| Pilot 2 || Pilot 3 |

Results and discussion Data analysis and | Revision and modification |
hvpotheses testina +

(Chapter 8)

| Questionnaire fomain study |

v

| Main studv |

(Chanter 5)
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7.2 Data entry, cleaning andexamination

The preparation and initial examination of the datdescribedn the following four
subsections:

7.2.1 Data entry and visual inspection
7.2.2 Missing data
7.2.3 Outliers

7.2.4 Assessment of normality

7.2.1Data entry and visual inspection.

Data collection and inspection methods for the main experimepkplanedoelow.

Datawascollectedby an online questionnaiia June 2017. The dataascollected in

two phasesThe first hundrd responses were run as a pilot to check if the questionnaire
on Qualtrics and Prolific platformsas running smoothlyGiven thebudget constraints

and cost of this research through a paid panel data collector, this step of checking was
essential for opthum utilization of the resourceSome missing values were ddaztin

one questiomue to software erroil his question wathen agairput on forced response
option. A question regarding choice of beverage for child was also added in the
questionnaireOnce the researcher was convinced thatjtlestionnairevas progressing
without faultand no further changes were required, the study was resumed in August
2017. Thecomgeted questionnaire totalling 588sponsesvas then downloaded in the
SPSS Statistic 24 data file format from the Qualtrics platform. The data contained ten
incompleteresponses, whichvere due to internet connectivity error on respondent

serversTheseresponses were omitted.

The next stage of data preparatisrdefining the variable@Pallant, 2013). This is the
process of entering the variable names and coding instructions on the software. More
specifically, the five different groups are given a brief variable name and assigned a value.
For examplein the present researdine five priming conditionsnveregiven a variable

name and assignedumerical values in accordance with the proposed priming

manipulations. The values and wallabels are shown in Tablelbelow.
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Table 7-1. Value labels and values

Priming groups Value label | Value
Enjoyment in the context of indulgeaating with significant others EO 1
Enjoyment in the coeixt of indulgent eating by self ES 2
Responsibility in the context of healtkating with significant other RO 3
Responsibility in the context of hilay eating by self RS 4
Control (Neutral) N 5

Next, the data set isheckedfor straight liningand central liningStraightlining is a
patternof response where the respondents mark the same answer for most of the questions
in the questionnaire pattern (Haitral, 201§. For example, if a respondent selected only

2s or 3s in a fivgooint Likert scale question, such a case is considered ghgtliaer and

can be removed from the consideration set. Similarly, wierespondergselectonly

the middle value in all the scale questions throughout the survey, it is referred to as central
lining. For example, in &-item Likert scale, the respomedts select only 4&Jsually, a

visual inspections performed andescriptiveare analysetb identify straightliners and

central liners.

Resultantly threequestionnaires are identified as straitjhers and wo questions are
identified as central liners arade eliminated leavin§75 responses for the next stage of

the data examination.

It is essential to look at the time taken by respondents to complete the questidinisaire
recommendedo look carefully at6 s ur v ey . Asptheendneersaggests, these
respondents speed through the survey and complete the survey in less than 25% of the
median time required to complete a survey (Sauro, 2014). Research has shown that
excluding too fast responses does not makeonsiderable difference in substantive
results(Callegaroet al, 2014). Hence,esponses that hacry shortcompletion time

wereidentifiedandthreecases wereliminated.
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In summary,these unusual patterns were eliminated from the survey resultiig0in

observations for the next stage of analysis.
7.2.2 Missing data

The softwareQualtricsprovidesforced response optidior each questianThis option
ensures that the respondent can only proceed to the next question after answering the first
guestion.The data file was also inspected for alaya entry errordNo such errors were

detectedThe data did not contain any missing values.

7.2.3 Outliers

An outlier is d6dan extreme response to a
guest i oetald201g i @2).Since outliers are likely to distort the interpretation

of the data, it is essential to identify théWogt and Johnson, 2019)hree methodsan

be employed to detect outliefslair et al, 2014a). These are univariate, bivariate, or
multivariate methodsThe univariate methotielps to identify cases that fadlt the
opposite ends of the spectruAny values exceeding the standardised values-8t29

are considered outliers (Tabachnik dfidell, 2012). However, in this method, it is
difficult to identify truly distinctive observations. For this reason, this method is used in
conjunction with bivariate or multivariate methods. In the bivariate method, scatterplots
are examined. This doesave theresearchewith the task of examining numerous
scatterplots The multivariate method of identification of outliers involves measuring
observations in the data set by Mahalanobis distance. In this method, the distance of each
observation in multigdhensional space is measured from the meantre of all
observations. However, the drawback of this method is that it only provides an overall
assessment, without providing any insight about which particular variables leddera la
distance (Haiet al, 2014).

In this research, univariate and multivariate metivoeiemployed Severoutliers were
identified by the univariate methodin the next step, multivariate anab/susing
Mahalanobis distance waserformed. (Hairet al, 2014. This method revead four

outliers.

Each of these outlieswasexaminedby creating individual profilesThe recommended

examination involves examining the consistency of responses so that valid responses are
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retained(Hair et al, 2010) Once a careful analysis wpsrformed, the sample was left

with 559 observations.

7.2.4 Assessment of normality

The degree to which the distribution of the sample data corresponds to a normal
distributionis known as normalityHair et al, 2014. Normality impliesa symmetrical,
bell-shapedcurve, whichhas highest scores in the centre and smaller scores at the
extremegPallant, 2013). Tests of normalidye designed to find the distribution of each
variablein comparisorto the Gaussian normal distribution (Hairal, 2014a).If the
variation from the normal distribution is sufficiently large, all resulting statistical tests
could be invalid. In this study, both visual and statistical tests were performed to assess
normality of the data. The result of Kolmogor@mirnov static test wasisedto assess

the normality of distribution of scoresh@& test confirmed that data wast normally
distributed Appendix 5.

According to statisticiaB o x¢, téhe st at B sthalinmatuaertherk meverweas
a normal distributionthere never was a straight line, yet with normal and linear
assumptions, known to Ingisleading he can often derive results which match, to a useful

approximationt hose f ound iBox 19T6@.79%)e al wor | do

Statistical research has suggested that if sample sizes are equal, ANOVA is quite robust
to different variances (Zimmerman, 2010). Moreover, according to the central limit
theorem in statisticgegardless of the initial distributipasthe sample size aneases,

the sampling distribution coevges on a normal distributiqBulmer, 1979; Weaver,
2011).

Scholars have suggested methods for correcting data distribution so that the distribution
corresponds to a normal distribution. These include calculdtengdtural logarithm and
square root values. However, these methods are not employed in this research for two
reasonsfirstly, the overall sample size is large. Large sampleanlead toincreasen
statistical power (Haiet al, 2014a).Secondly, sincéransformed datahares little in
common with the original datdatatransformation may lead to misinterpretation of the
inferences from the original dafgenget al., 2019.
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7.3 Common Method bias

Research in behavioural studies ofteces the problem of common method bias.
Common method bias is O6a variance that is
than to the constructs the measures reprédeotisakoffet al, 2003). This implies that

the measurement instrument may be resptefor falseeffects(Podsakoft al, 2012).

Sincethe validity of conclusions may be jeopardised by errors of measureiment
essential that common method biesaddressed.

Measurement errors can broadly be classified into random error and atystemor

(Bagozzi & Yi , 1991) . Systematic measur emen:
explanation for the observed relationships between measures of different constructs that

i's independent o f Padsakoffeb al,e2008. Warious lcaensnd z e d 6
methods biasshavebeen mentionedyjresearchers. These include common rater effects,

item characteristic effects, item context effects and measurement context effects
(Podsakoftet al, 2003.

Research has suggested that it is possible to minittnézgotential effects of common

methods bias by applyingl) proceduraltechniquesand (2) statistical remedies.
Procedural remedies include carefully designing and improving the questionnaire or
instrument of data collection and statistical remedies detheapplicationo f Har man 6 s
single factor test and partial correlations methBddsakoffet al, 2003. These two

techniques are discussed below.

7.3.1 Procedural techniques

In order to decrease measurement error, the questionnaires were carsighgdieand

tested thoroughly before distribution to respondents. Fjrgtlwas ensured that the
respondents knew that all responses were collected anonymously. Every section in the
guestionnaire emphasized that there were no wrong answers. Participenessied to

deel free to write what comes to your mind and what is most true ta ydus
acknowledgement was done teduce any apprehension in the respondents. This
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statement was deliberately presented to ensure that that the respondents ansvier honest
and they are less likely to answer in order to look socially desirable (Podsalabff

2003, p. 888) Secondly, a timer was introduced to the priming question. This ensured
that the participants spent the time reading up and writing their responses rather than
speeding and skipping quickly to the next question. Thirdly, all the scales were designed
carefuly andpretestedin pilot studies before being sent out to respondents in the main
study. It was ensured that easy and simple language was used throughout the
questionnaire so that the questionnaire was understood well by the respondents. The
guestionnai was also analysed by an expert academic to check for any obvious English
language or general errors. Following the comments and suggestions, some questions

were simplified and ambiguous words were removed.

After applying these procedural remedies, ialso essential to check for measurement

errors. This is done by a statistical method described in the following section.

7.3.2 Statistical techniques

In this study Har ma rfactsr testiwasigdd €0 check for measurement errors. In

this technique,all variables are loaded into an exploratory factor analysis and the
unrotated factor solution is examined to determine the number of factors that are
necessary to account for the variance in the variables. (Podsakbff013). The logic

behind thigechnique is that is a large amount of variafgeater than 50%3% detected,

a single factor will emerge in the factor analysis or one factor will be responsible for
covariance among the measurBalgin, Griffin and Hair,2016 Podsakoffet al, 2013.

Har mands single test conducted on this st

asingle factor (see Appendi® 6

Finally, after theadministering theaforementioned procedurds,can be said thahis

data is less likely to suffer from commorethods bias.
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7.4 Sample demographics

The demographic data of research participants includes information on gender, age,
income, employment, education and agetloé child. In this research, since the
participants were randomly assigned to five eipental groups, the demographic
information is presented for the overall sample first followed by data for each group.

7.4.1 Demographicg total sample

Table 7.4a. Demographicsage

Age ofrespondents (years) Sample siz¢n)
1810 25 42 (7.5%)

26 to 34 191 (34.2%)

35 to 44 161(28.8%)

45 to 54 107 (19.1%)

55 to 64 53 (9.5%)

Above 65 5 (0.9%)

Total 559 (100%)

The total data comprises of 114 male respondents §2Dahd 445 female respondents
(79.6%) above 18 years oldM = 41,SD= 15.39. More specifically, dllowing the age

group split, 42 respondents (7.5 per cent) are between 18 and 25 years old, 191
respondents (34.2 per cent) are between 26 and 34, 161 respondents (28.8 per cent) are
between 35 and 44, 107 respondents (I8 cent) are between 45 and 54, 53
respondents (9.5 per cent) are between 55 and 64 and 5 respondents (0.9 per cent) are 65

and older.

Since this research is aimed at understanding decisions for self and significant others, a

prescreened setting in the collection platform Prolific ensured that all participants
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were parents. The data comprised of 114 fathers and 445 mothers. The analysis of the
demographic data showed that 279 participants (49.9 per cent) had children in the infant
and ear lage, I4®(21r3%)Ppartxipants had primary school age children and 60
participants (10.7 per cent) had cinéd in the secondary school ag¢ € 11.05,SD=

6.25)

Table 7.4h Child age group

Age of youngest child Sample size
0 to 5 years old 279 (49.9%)

6 to 11 years old 119 (21.3%)

12 to 17 years old 60 (10.7%)
Over 18 years old 101 (18.1%)
Total 559 (100%)

The detailed demographic information including gender, age, income, employment,

education and age of respondentsd youngest

7.4.2 Demographic§ experimental groups

The total sample of 559 falls equally intediexperimenrdl groups. Specifically, the first
group, which was primed for enjoyment of food with others, includes 109 respondents
(19.5 per cent); the second group, which was primed for enjoyment of ftwelgontext

of self includes114 respondent20.0 per cent); the third group, which was primed for
responsible consumption of food with others includes 112 respondents (20.1 per cent);
and the fourth group, primed for responsibility in food consumption in the contself of
includes 110 respondent$19.7per cent) (Table-X). The control group has 114
respondents (20.4%).
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Table 7.4c Total sample and experimental group samples

Group Sample size
Enjoymentself 109 (19.5%)
Enjoyment other 114 (20.0 %)
Responsibility self 112 (19.9%)
Responsibility-other 110 (19.7%)
Neutral 114 (20.4%)
Total 559 (100%)

7.5 Factor analysis

Factor analysis a statistical technique that is used extensively by researchers involved in
the development and evaluation of scales (Pallant, 2013). This method radiages

number of items in a scale to a small meaningful number.

The researcher conducted Principal Component Analysis (PCA) with Varimax Rotation.
The aim of the PCA to assess whether the items group into a number of distinct and

meaningful factors.

Sampe size and strength of correlations among variables are the main two issues to be
considered when determining whether factor analysis is appropriate for the particular data

set. While there is little agreement between researchers, the general ruldasytrat

sample sizes are better with at least 300 cases and coefficients greater than .3 are
accepable (Tabachnik and Fidell, 2012Two other statistical measures to assess the
factorability of data are Bart bisetMeyegrs Tes't
Olkin (Kaiser 1970 19749 measure of sampling adequacy
significant p < 0.05) and KMO must have a value greater than 0.6 for a good factor
analysis (Tabachnik and Fidell, 2013, Pallant, 2013).

The 10 items of EnjoymérResponsibility scale were subject to Principal Components
Analysis using SPSS versid#. Priorto performingPCA, thesuitability of data for
factor analysis was assessed. Inspection of correlation matrix revealed the presence of

many coefficients of 0.3 and above. Thadea Meyer-Olkin value was 0.9]exceeding
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the recommetted value of 0.6 (Kaiset, 9 74) and Bar tititg(Bdrtlets Te st
1954) reached statistical significan¢e < 0.01), supporting the factorability of the
correlation matrix.The tables for factor analysis are presentefigpendix 7.5

Principal components analysis revealed the presence of two compeiterigienalues
exceeding 1, explaining 56.1 % and 1%3of the variance respectively. An inspection

of the scree plot revealed a clear break after the second component. This was furth
supported by the results parallelanalysis(Marley Watkins, 200), which showed only

two components with eigenvalues exceeding the corresponding criterion values for a
randomly generated data matrix of the same size (10 variables x 559 respofidhents).
results ofparallelanalysis ar@resented in appendix 8.

The two-componentsolution explaineds9.026 of the variance, with component 1
contributing 43.97% and component 2 contributing 15.04%. The rotated solution
revealed a number of strong loadings on both components. There was a weak negative
correlation between thgvo factors(r = -.3). The results of this analysis support the use

of enjoyment items and responsibility items as separate scales.

7.5.1 Manipulation checks

The experiment described in this study involves a set of manipulations between goal
priming (enjoymentor responsibility) and salience (visible sugar information and no
sugar information)Manipulation checks are performed to find if the manipulations have
been successful by having the desired effect on the particip@ltit®ugh manipulation
checks are performed during previous experitseiit is also essential to conduct

manipulation checks for the mailataset

7.5.1.1 Manipulation check for priming of enjoyment

A scale consisting of 5 items was designed and administered to check manigatation
enjoyment. These five items were checked for internal consistency; to ensure they were
measuring a single construct. Using Cronbach's alpha coefficient (Cronbath,ab95
acceptable level (Kline, 1993 of consi st eA®. Thesediveteniswverend ( U

then combined to form a single measure of enjoyment motivation.

123



A one way between groups analysis of variance was conducted to explore the impact of
priming on motivation, as measured by the enjoyment scale. Participants were divided
into three goups according to the priming conditiorenjoyment group, responsibility
group and neutral group. There was a statistically signifiedfieict of priming on
enjoyment at p<.00level, F(2,556) =10.75,p < .01. Post hoc comparisons using the

test with Bonferroni correction indicated that the mean score for enjoyment gozip (
4.31,SD= 1.04) was significantlyrigher tharmean score faresponsibility groupNl =
3.89,SD = 0.94). The mean score ftine neutralgroup M = 4.21,SD = 0.94) was
significantly different from theesponsibilitygroup but did not differ signifently from

the enjoyment group.

7.5.1.2 Manipulation check for priming of responsibility

A scale consisting of 5 items was designed and adtaned to check manipulation for
responsibility. These five items were checked for internal consistency; to ensure they
were measuring a single construct. Ideally, the Cronbach alpha coefficient of a scale
should be above 0.7 (DeVellis, 2012). Using Cianiils alpha coefficient (Cronbach,
1951) a 6good') Il efvet o Ki $ ne BE).M9%eedige itdms u n d

were then combined to form a singleasure of enjoyment motivation.

A one way between groups analysis of variagidde¢OVA ) wasconducted to explore the
impact of priming on motivation, as measured by the responsibility scale. Participants
were assignedo three groups according to the priming condifioanjoyment group,
responsibility group and neutral group. There wesadistcally effect of priming on
responsibility aP < 0.000 level for the three grougs(2,556) = 9.61p = <.01 Post hoc
comparisons using the test with Bonferroni correction indicated that the mean score for
responsibility groupN = 5.36,SD = 0.97) was wgnificantly different from enjoyment
group M =4.94,SD=1.16). The mean score freneutralgroup M = 4.97,SD=1.15)

was significantly different from the=sponsibilitygroup but did not differ significantly

from the enjoyment group.

Since this emeriment was focused on testing the combined effects of
enjoyment/responsibility motivations with self/other motivations on the perception of
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beverages and related behavioural outcoithesparticipantsvere randomly assigned to

five groups (ES, EO, RS, RO, N) and manipulations were tested as mentioned below.

7.5.1.3 Manipulation check for priming of enjoyment- self motivation

From thelO-item ERSO scale, four items that measured enjoyasatitmotivationwere
checked for manipulation for enjoymeself motivation These four items were checked

for internal consistency; to ensure they were measuring a single construct. Using
Cronbach's alpha coefficient (Cronbach, 1951)aaneptable level (Kli@, 1993 of
consi st ency .68)aRorstakesiwitldss thdden items, it can be difficult to
obtain high Cronbach alphzalues (Pallant2013).In such casesnter-item correlation
values are considered@he interitem correlation was 0.3®4ean intefitem correlation
values ranging from .2 to .4 suggest an optimal relationship among iBanggy &
Cheek 1986).These four items were then combined to form a single measure of

enjoymert self motivation

A one way between groups analysis of &ade was conducted to explore the impact of
priming on motivation, as measured by the enjoymself subscaleParticipants were
divided into five groups according to the priming condition. The five groug® i
enjoymerkself group, enjoymerdther grop, responsibility self group responsibility

- other group and neutral group. There was a statistically significant difference at P<0.000
level for the five groupsf(4,554) = 6.15p < .01 Post hoc comparisons using the test
with Bonferroni correction indicated that the mean scoremoymentselfgroup M =
5.54,SD = 1.56) was significantly different from responsibititself group(M = 4.91,
SD = 1.29) and responsibilityother group(M = 4.85,SD = 1.22). The mean score for
enjoymerdothergroup M = 5.45,SD= 1.32) was significantly different from the mean
score ofthe responsibilityself group M = 4.91,SD = 1.29) and responsibilityother
groups M = 4.85,SD = 1.22). The mean so® for the neutralgroup M = 5.35,SD =
1.32) did not differ significantly from the other fogiroups(Table7.5).
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Table 74d. Enjoyment self

Enjoyment-self

Std.

N Mean Deviation
Enjoyment
Self 109 | 5.5390 | 1.56539
Enjoyment
other 114 | 5.4496 | 1.31876
Responsibility

112 4.9063 1.29018

Self
Responsibility
other 110 | 4.8545 | 1.21647
Neutral 114 | 5.3487 | 1.32355
Total 559 | 5.2205 | 1.37168

An independent samplegdst was conducted to compare the sctwegparticipants in
enjoymendself and responsibilitgelf conditions. There was a statistically significant
difference in scores for enjoymergelf (M =5.54 SD =1.56) and responsibiliyself
groups M =4.90,SD=1.29 t (229) = 3.28p =.000, twetailed).

An independent samplegdst was conducted to compare the sctwegparticipants in
enjoymenkself and responsibilitpther conditions. There was a statistically significant
difference in scores for enjoymersef (M = 5.54 SD =1.56) andresponsibilityother
groups M = 485, SD=1.21; t (227) = 361, p = .000, twaetailed).

An independent samplegdst was conducted to compare the sctweparticipants in
enjoymertself and enjoymentther conditions. There was a no statistically significant
difference in scores for enjoymergef (M = 5.54 SD =1.56) and enjoymenbther
groups M =5.45 SD=1.32; t (227) =.46, p = .64, two-tailed).

An independent samplegdst was conducted to compare the scores for participants in
enjoymentself and neutral conditions. There was a no statistically significant difference
in scores for enjoymensef (M = 5.54 SD =1.56 and neutragroup M = 5.35 SD
=1.32 t (221) = .98p = .32, twatailed).
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7.5.1.4 Manipulation check for priming of enjoyment other motivation

One item in the ERSO scale measured enjoyradregr motivation. A one way between
groups analysis of variance was conducted to explore the impact of priming on motivation,

as measured by the enjoymeatiher subscale

Participants were divided into five@rps according to the priming condition. The five
groups weré enjoymeniself group, enjoymerdther group, responsibilityself group
responsibility - other group and neutral group. There was a marginally significant
difference ap < 0.1 level for thdive groups:F(4,554) = 2.10p <.01.

Table 7.4e Enjoyment other

Enjoyment i other

Std.
N Mean Deviation

Enjoyment Self
109 5.3670 1.71411

Enjoyment other
114 5.6842 1.74130

Responsibility Self
112 5.0357 1.76517

Responsibility other
110 5.4818 1.71733

Neutral 114 5.4649 1.74061
Total 559 5.4079 1.74288

An independent samplegdst was conducted to compare the scofgzarticipants in
enjoymerdotherandresponsibilityself conditions. There was a statistically significant
difference inscores for enjoymerdther(M = 4.46 SD =1.37) and responsibiliyself
groups M = 3.95 SD=1.44;t (224) = 2.71, p = .007, two-tailed).

An independent samplegdst was conducted to compare the scofgzarticipantsin
enjoymerdother and responsibilityother conditions. There was @o statistically
significant difference inscores for enjoymentother (M = 4.46 SD = 1.37) and
responsibilityother groupsNl = 4.31, SD=1.38; t (222 =.79, p = .42two-tailed).

An independent samplegdst was conducted to compare the scofgzarticipants in

enjoymentself and neutral conditions. There was a no statistically significaeteiifte
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in scores for enjoymentther M = 4.46 SD =1.37) and neutral groupM = 4.27, SD
=140; t (226) =1.04 p = .29, two-tailed).

7.5.1.5 Manipulation check for priming of responsibility self motivation

From thelO-item ERSO scale, three items that measured responsilsiéitiymotivation

were checked for manipulation for enjoymeself motivation These three items were
checked for internal consistency; to ensure they were measuring a single construct. Using
Cronbach'alpha coefficient (Cronbacth951) a good level (Kline, 1998f consistency

was f o u n drhe(méan inteiterd Forrelation was 0.5@hese three items were

then combined to form a single measure of enjoyrnsait motivation

A one way between grogmnalysis of variance was conducted to explore the impact of
priming on motivation, as measured by the responsibd#if subscaleParticipants were
divided into five groups according to the priming condition. The five groups vere
enjoymerkself growp, enjoymenother group, responsibilityself group responsibility

- other group and neutral group. There was a statibtisignificant difference ap <
0.000 level for the five group$i(4,554) = 6.65p < .001 Post hoc comparisons using
the test with Bonferroni correction indicated that the mean scoredponsibilityother
group M = 5.38,SD= 1.03) was significantly different from enjoymesaif-group(M =
4.66,SD = 1.38) and the control group/(= 4.71,SD = 1.31). The mean score for
enjoymerdothergroup M = 4.77,SD= 1.22) was significantly different from the mean
score of responsibilityother group M = 5.38, SD = 1.03). The mean score for
responsibilityselfgroup M = 5.02,SD=1.08) did not difér significantly from the other

four groups.
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Table 7 4f. Responsibility- self

Responsibility- Self

Std.
N Mean Deviation

Enjoyment Self
109 4.6575 | 1.38218

Enjoyment other
114 47690 | 1.22022

Responsibility Self
112 5.0208 | 1.08431

Responsibility other
110 5.3788 | 1.03603

Neutral 114 47135 | 1.30793
Total 559 4.9064 1.23751

An independent samplegdst was conducted to compare the scofgzarticipants in
responsibilityself condition and responsibility other condition. There was a statistically
significant difference in scores faesponsibilitysef (M = 5,02, SD = 1.08) and
responsibilityothergroups M = 5.38 SD=1.04;t (220 = 251, p = .01, two-tailed).

7.5.1.6 Manipulation check for priming of responsibility- other motivation

From thelO-item ERSO scale, two items that measured responsidélf motivation

were checked for manipulation for enjoymeself motivation Thesetwo items were
checked for internal consistency; to ensure they were measuring a single construct. Using
Cronbach's alpha coefficient (CronbatB51) a good level (Kline, 1998f consistency

was f o u.T6l The rdeansinteitem correlation was 0.6These two items were

thencombined to form a single measure of responsibdttyer motivation.

A one way between groups analysis of variance was conducted to explore the impact of
priming on motivation, as measured by the responsikolityer subscale. dpticipants

were divided into five groups according to the priming condition. The five groups were
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i enjoymeniself group, enjoymerdther group, responsibilityself group responsibility

- other group and neutral group. There was a statibtisignificant difference gt <0.01
level for the five groupd=(4,554) = 3.47p = 0.008. Post hoc comparisons using the test
with Bonferroni correction indicated that the mean scoredsponsibilityothergroup

(M = 5.73,SD= 0.95) was significantly differeritom enjoyment self group(M = 5.28,
SD = 1.23) and enjoymertther group M = 5.26, SD = 1.04). The mean score for
responsibilityselfgroup M = 5.02,SD=1.08) and neutral groupsi(= 5.35,SD=1.14)

did not differ significantly from the other fogroups.

Table 74d. Responsibility other

Responsibility - other
N Mean Std. Deviation

Enjoyment Self

109 5.2844 1.23672
Enjoyment other

114 5.2632 1.04163
Responsibility Self

112 5.4732 1.04157
Responsibility other

110 5.7318 .95465
Neutral 114 5.3465 1.14468
Total 559 5.4186 1.09744

An independent samplegdst was conducted to compare the scores for participants in
responsibilityother condition an@&njoymentother condition. There was a statistically
significant difference in scores for responsibildyther M = 5.73 SD = .95 and
enjoymerdother groupsNl = 5.26,SD=1.04;t (222) = 3.5p =.001, twotailed).

7.6 Main effects

This section details thesults for those hypotheses that are considered the main
effects, namely the effects of the salience and motivation manipulations on perception

and behaviour.

130



7.6.1Effects on perceived health and appeal of beverages

7.6.1.1Hypothesesfrom pilot study 1
To remind the reader, the hypotheses 1la and 1b are derived from pilot study 1 which was

conductedo (1) find the effect of salient sugar information on health perception and
appeal of beveragsith and without sugar informaticemd(2) to find asuitable (widely
understoodjront of pack labefor this research.

Hla: Salient sugar information on the label will decrease healthinegserception of

the beverage.

A one-way betweengroups analysis of variance was conducted to explore the impact of
salience onthe perception of the beverage bottle. Participants were divided into five
groups according to the label thexere presented witliGroup 1. Nosalient sugar
information Group 2: Teaspoon label; Group 3: Cookies label; Group 4: Candies label
and Group 5: Sugar cubes label). There wsigiaificant effectof salient sugar label on

the health perception of beveragehe p<.00level forthe five groupgF (4,134) = 8.56,

p = .000. Post hoc comparisons using the test with Bonferroni correction indicated that
the mean score fahe no label condition(M = 4.11, SD = 1.88) was significantly
different fromteaspoon labgM = 1.97,SD= 1.18, cookies labe{M = 2.39,SD=1.37),
candieslabel M = 2.72, SD =1.54) andsugar cubes labdM = 2.20, SD = 1.56).
Consequently, Hlais supported.

The data providedevidence to support Hypothesis 1a that salient sugar information
on the label decreases the healthiness perception of theverage. The beverage
without sugar information was perceived to be healthiethan the beverage with
sugar information. It was notable that the beverage with teaspoon label was
perceived to be unhealthierthan all other beveragesas it scored lowest on
healthiness Consequently, it was decided to use teaspoon label in subsequent studies

in this research.

H1b: Salient sugar information on the label will decreasehe appeal ofthe beverage
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A one-way betweengroups analysis of variance was conducted to explore the impact of
salience orthe appeal of the juice bottle. Participants were divided into five groups
according to the label they saw. (Group 1: No label; Group 2: Teaspoon label; Group 3:
Cookies label; Group 4: Candies label and Group 5: Sugar cubes label). There was a
statistically ggnificant differencan the appeabf beveragesor the five groups at thp

< .001level F (4,134) = 4.01p = .007). Post hoc comparisons using the test with
Bonferroni correction indicated that the meatorse for beveragewithout sugar
information(M = 4.59,SD= 1.65) was significantly different froreaspoon labgM =
2.86,SD= 1.68) andsugar cubes labéM =3.45,SD =1.80).Cookieslabel M = 3.32,
SD=1.76) andcandies labegiM = 3.20,SD= 1.83) did not differ significantly from the
other groupsConsequently, H1b s supported.

The dataprovidesevidence to support Hypothesisd that salient sugar information

on the label decreases the appeal of the beverage. The beverage with no sugar
information was perceived to be less appealing than the beverage with no sugar
information. As compared to other labels, teaspoon label was most successful in
decreasing the appeal of the producas it scored the lowest on appealhis result,
along with the result of H1 provided further support to the decision to use teaspoon

label in subsequent studies in this research.

7.6.1.2Hypotheses fromPilot study 2

To remind the reader, the hypotheses 2a andr2 derived from pilot studyvhich was
conductedo find the effect ofpriming of self/other motivation on the healthrpeption
and appeal of beverageith and without salient sugar informatiomhe respondents

completed the scrambled sentence task adapted from Srull and Wyer (1979).

H2a Respondents pimed to think of significant others will perceive the beverage
with salient sugar information less healthy than respondest primed to think of

themselves and participants in the control group.

A one-way between groups analysis of variance was conducted to explore the impact

of priming for self or significant other on health perception of beverage with salient sugar
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information. Participants were divided into three groups according to theatiat they

were primed for. (Group 1: Self; Group 2: Significant other; Group 3: Control group).
There was a significant effect of salient sugar label on the health perception of beverage
at thep <. 05 level for the three groups (2, 106) = 4.01p = .02). Post hoc comparisons
using the test with Bonferroni correction indicated that the mean score Bgtiifecant

other group(M =1.97,SD= 1.57) was significantly different fronthe control groupNl

= 2.97,SD=1.7]). The selfigroup M = 2.4,SD=1.57) did not differ significantly from

the other groupgConsequently, H2a igartially supported.

These effects were not observed in the beverage without salient sugar info(fRgRpn

106) = .78 p = .46). Based on these findings, although thspondents primed to think

of significant others did perceive the beverage unhealthier than respondents primed to
think of themselves, this difference was not statistically significant. A notable result was
that there was a significant difference in tkealth perception scores of significant other

and neutral groupslhese findings showed that the priming for significant other
lowered the health perception of the beverage with salient sugar information

H2b Respondents primed to think of significant otlers will perceive the beverage
with salient sugar information less appealing than respondestprimed to think of

themselvesand the control group.

A one-way between groups analysis of variance was conducted to explore the impact
of priming for self or gynificant other orthe appeal of the beverage with salient sugar
information. Participants were divided into three groups according to the motivation they
were primed for. (Group 1: Self; Group 2: Significant other; Group 3: Control group).
The results di not find satistical significancé (2, 106) =.19,p = .82.Consequently,

H2b is not supported.

The findings from this pilostudy(presented iM\ppendix 9)gavea new direction to the
research and led the researcher to test for the effects of enjoyment/responsibility priming
on the health perception and appeal of sugary beverages letht sagar information.

These effects were tested in the pilot study 3 disedoelow.
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7.6.2.3Hypotheses fromPilot study3

To guide thereader, the hypotheses 3a ahdaBe derived from pilot study 3 which was
conducted to find the effect of priming of enjoymesdgponsibilitymotivation on the
health perception and appeal of bevenailk and without salient sugar informatiorhe

respondents completed the scrambled sentence tagkeaddam Srull and Wyer (1979).

H3a: Respondents primed for responsibility will perceive théeverage with salient
sugar information less healthy than repondents primed for enjoyment.

A one-way between groups analysis of variance was conducted to explore the impact
of priming for responsibility on healthiness perception of the beverage wehtsaugar
information and the beverage without salient sugar information. Participants were divided
into three groups according to the motivation they were primed for. (Group 1: Enjoyment;
Group 2: Responsibility; Group 3: Control group). There wastsstitally sigrificant
difference at the p<.Otevel in health scosefor the three group#: (2,100 = 7.14 p

= .001). Post hoc comparisons using the test with Bonferroni correction indicated that
the mean score fone enjoyment grqu(M = 3.30 SD= 1.26) was significantly different

from responsibility groupN = 2.16,SD = 1.06). The control groupgM = 2.72, SD=
1.54)did not differ significantly from other group$hese effects were not observed in
the beverage without salient sugar informati©ansequently, H3a is supported.

The data provides evidence tosupport Hypothesis & that respondents primed for
responsibility will perceive the beverage with salient sugar information less healthy
than respondentsn the control group. Consequently, H3 a issupported.

H3b: Respondents primed for responsibility will perceive the beverage with salient

sugar information less appealing than respondents primed for enjoyment.

A one-way between groups analysis of variance was conducted to explore the impact
of priming for responsibility otheappealbf the beverage with salient sugar information
and the beverage without salient sugar informafanticipants were divided tm three

groups according to the motivation they were primed for. (Group 1: Enjoyment; Group
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2: Responsibility; Group 3: Control grouphe results did not find atistical significance
F (2, 100) =92 p = .4. Consequently, H3b is not supported.

The dah from pilot study 3(presented in Appendix 1@rovides gidence to support
Hypothesis 3#hat respondents primed for responsibility will perceive the beverage with
salient sugar information less healthy than respondents primed for enjoyhhent.
findings gave a new direction to the research and led the researcher to test for the
combined effects of self/other/enjoyment/responsibility priming on the health perception
and appeal of sugary beverages witiesa sugar information. These effects were tested

in the main experiment discussed below.

7.6.24 Hypotheses forthe main experiment

To remind the reader, following from the findings of pilot studies, the main experiment
was conducted to find theffect of priming of enjoyment/responsibility/self/other
motivation on the health perception and appeal of beverage with and without salient sugar
information.The respondentsere primed by atorytellingtask adapted from Trafimow

etal, 1991

Before the research proceeds to test the effect of combined priming effect, it is important
to test forthe interaction effect of enjoyment responsibility priming and sether
priming on the health perception and appeadbeferagegpresented in Appenxlill).
Thehypothessbelowtestthis interaction.

In order to test this interactioit,was essential to do a preliminary analysis by grouping
the respondents based on tipeiming. More specifically respondents primed for
enjoymeniself and enjoymendther were grouped as enjoyment group and respondents
primed for responsibilityself and responsibility other were grouped into responsibility

group.This analysis is presented below.

H4a Respondents primed for responsibilityin the context of foodwill p erceive the
beverage with salient sugar information less healthy than spondents primed for

enjoyment.

A one-way between groups analysis of variance was conducted to explore the impact

of priming for responsibility on healthiness perception of the fagewith salient sugar
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information and the beverage without salient sugar information. Participants were divided
into three groups according to the motivation they were primed for. (Group 1: Enjoyment;
Group 2: Responsibility; Group 3: Control group). féhevas a statistically significant
difference at th@ <. 001 level in hedh scores for the three grougs(@,556) = 15.82p

= .000). Post hoc comparisons using the test with Bonferroni correction indicated that
the mean score foine enjoymengroup M = 2.84,SD= 1.73) was significantldifferent

from responsibilitygroup M = 2.05,SD= 1.16) anctontrol M = 2.32,SD=1.54).The
differencebetween responsibilitgnd control group was not significa@onsequently,

H4a is supported.

The datgprovidesevidencethat respondents primed for responsibility will perceive the
beverage with salient sugar information less healthy than respondents primed for
enjoyment.This finding is also in line with the finding of pilot study 2 where similar

results werebtained for respondents primed for enjoyment and responsibility.

H4b Respondents primed for responsibility will perceive the beverage with salient

sugar information less appealing than respondents primed for enjoyment.

A one-way between groups analysis of variance was conducted to explore the impact
of priming for responsibility otheappeabf the beverage with salient sugar information.
Participants were divided into three groups according to the motivation theyvimed

for (Group 1: Enjoyment; Group 2: Responsibility; Group 3: Control group). There was
a statistically significant difference at the.01 level inappeakcores for the three groups:

F (2,556) = 5.49p=.004. Post hoc comparisons using thewatt Bonferroni correction
indicated that the mean score fenjoyment group Nl = 3.48, SD = 1.74) was
significantly different fronresponsibility grougM = 2.95,SD=1.61).The control group

(M = 3.20,SD= 1.83) did not differ significantly from the other grougansequently,

H4b is supported.

The datgprovidesevidence that respondents primed for responsibility will perceive the
beverage with salient sugar information less appealing thaoondents pmed for

enjoyment.
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As mentioned earliein order to test the interaction, it was essential to do a preliminary
analysis by grouping the respondents based on the priming. More specifically,
respondents primed for enjoymesdlf and responsibility self wee grouped as self
group and respondents primed for enjoymesther and responsibilityother were

grouped into significamther group This analysis is presented below.

H4c Respondents primed to think of significant otheran the context of foodwill
perceive the beverage with salient sugar information less healthy than respondents

primed to think of themselves.

A one-way between groups analysis of variance was conducted to explore the impact
of priming for self or significant other on health pgrtien of the beverage with salient
sugar information. Participants were divided into three groups according to the
motivation they were primed for. (Group 1: Self; Group 2: Significant other; Group 3:
Control group). The results did not fincsstical significancé (2, 556) =.44,p = .64,

Consequently, H4c is not supported.

H4d Respondents primed to think of significant others will perceive the beverage
with salient sugar information less appealing than respondents primed to think of
themsdves.

A one-way between groups analysis of variance was conducted to explore the impact
of priming for self or significant other aihe appealof the beverage with salient sugar
information. Participants were divided into three groups according to the motivation they
were primed for. (Group 1: Self; Group 2: Significant other; Group 3: Control group).
The results did not find atistical signifcanceF (2, 556) =.00, p = .97. Consequently,

H4d is not supported.

After finding the effect of E/R/N priming and S/O/N priming, the next step was to
explore the interaction effects of these primes on the health and appeal of beverages.
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H5: The combined presentation of enjoyment/ responsibility priming and self/other
priming is likely to affect the perception and appealof the beverage(with salient

sugar information) .

This implies that a interaction effect is likely to be observeetweenpriming of
self/other and enjoyment/responsibility motivations in hiealth perceptiof sugary

beverages with/without salient sugar information.

Univariate analysis was conducted to explore the impact of self/other and enjoyment
responsibility priming.The interaction effect between the two priming conditions was
statistically significan{F (1,554) = 7.03p = .008) There was a significant main effect
for enjoyment/responsibiliteondition ¢ (1,554) = 31.04p < .01). There was no
significant maineffect for self/ other conditio(F (1,554) = .22p =.63). This result
suggests that enjoyment/ responsibility prime haan effect on the perception of
beverage Moreover, the two primes (enjoyment/responsibility and self/other) when
presented together, present a significant interaction effect. This implies that
presenting these primes together ilkely to affect the perception of beverage.No
significantinteraction effect was found for appealb&fverageR (1,554) = .03p = .86).
However, a statistically significant main effect was found for ymgnt/ responsibility
condtion in the appeal of beverage (1,554) = 10.9p = .001)

Based on findings of a significant interaction effect between the primes, further tests were
conduckd to test the effect of enjoyment/responsibility/self/other motivations on health
and appeal obeveraggpresented in Appendix 12)n further tests, participants were
divided into five groups according to the priming they underwent. The five groups were
group 1: enjoymenrself; group 2: enjoymertdther; Group 3: responsibiligelf; Group

4: responsibility other and Group 5: neutral or control grolipese tests are presented

below.
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In my opinion, this drink is healthy - TSP

Std.
N | Mean | Deviation
Enjoyment Self 109 | 2.61 1.632
Enjoyment other 114 | 3.05 1.794
Responsibility Self 112 | 2.21 1.239
Responsibility other 110 | 1.90 1.058
Neutral 114 | 2.32 1.537
Total 559 | 2.42 1.524
In my opinion, this drink is appealing - TSP
Std.
N Mean | Deviation
Enjoyment Self 109 | 3.50 1.725
Enjoyment other 114 | 3.46 1.771
Responsibility Self 112 | 2.95 1.564
Responsibility other 110 | 2.95 1.672
Neutral 114 | 3.21 1.696
Total 559 | 3.21 1.698

Firstly, a oneway betweengroups analysis of variance was conducted to explore the
impact of combined priming effects on health perception of the beverage. Participants
were divided into five groups according to the priming they underwent. (Group 1:
Enjoyment self; Group 2: Enjoyment other; Group 3: Responsibility self; Group 4:
Responsibility other and Group 5: Neutral. There was a statistically significant difference
in the health scores of the groups atpkeD01 level (F 4,554) = 9.80p < .00]). Post

hoc comparisons using Bonferroni test indicated that the enjoyseffigroup M = 2.61,
SD=1.63)rated the beverage healthier thasponsibilityother groupM =1.90,SD=

1.05). The enjoymenbther group M = 3.05,SD = 1.79) rated the beverageealthier
thanresponsibilityself group M = 2.21,SD = 1.23), responsibilityothergroup M =
1.90,SD= 1.05) and the control group(= 2.32,SD=1.53).The resultsare presented

in Appendix 13.

Secondly, a onevay betweengroups analysis of variance was conducted to explore the
impact of combined priming effects on the appeal of beverage. Participants were divided
into five groups according to the priming they underwent. (Group 1: Enjoymdnt sel
Group 2: Enjoyment other; Group 3: Responsibility self; Group 4: Responsibility other

and Group 5: Neutral. There was a statistically significant difference in the appeal scores
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of the groups at thp<.001 level ((F 4,554) = 2.79=.03). The results a presented in
Appendix 13.

These preliminary results from ANOVA indicated that there were significant
differences in groups in the sample. To find out which of the pairs lasignificant
differences, thedata was further analysed with the help of independentt-tests
(presented i\ppendix 13. These tests are presented below.

H5a Respondents primed to think of enjoying foodhemselveswill perceive the
beverage (with salient sugar information) healthier than respondents primed to

think of enjoying food with significant others.

An independent samplegdst was conducted to compare the health perception scores for
participantsin enjoymentself and enjoymerndther conditions. There was a difference
approaching significanc@ health perception scores for enjoymesdf (M =2.61, SD
=1.63) and enjoymenbther groupsNl = 3.05,SD=1.79 t (221) =-1.9Q, p = .06, two-
tailed). Consequently, H5a isot significant.

The data providesvidence tgartially support Hypothesisebthat respondents primed to
think of enjoying foodthemselveswill perceive the beverage (with salient sugar
information) as being healthier than respondents primed to think of responsible eating

with significant others.

H5b Respondents primed to think & enjoying food themselves will perceive the
beverage (with salient sugar information) more appealing than respondents primed

to think of enjoying food with significant others.

An independent samplestdst was conducted to compare the appeal scores for
paticipants in enjoymenself and enjoymendther conditions. There was no significant
difference in health grception scores for enjoymesdf (M = 3.50 SD = 1.72 and
enjoymemntother groups NI = 3.46,SD =1.77 t (221) = .20 p = .84, twotailed).
Consequently, H5b is not supported.
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H6a: Respondents primed to think of enjoying food themselves will perceive the
beverage (with salient sugar information) healthier than respondents primed to

think of responsible eating themselves.

An independent samgs ttest was conducted to compare the health perception scores for
participants in enjoymergelf andresponsibilityself conditions. There was a significant
difference in health perception scores for enjoymeaf (M = 2.61,SD = 1.63 and
responsibilityself groups M = 2.21, SD= 1.24; t (219 = 2.09 p = .04, two-tailed).

Consequently, H6a is supported.

H6b: Respondents primed to think of enjoying food themselves will perceive the
beveragemore appealing thanrespondents primed to think of responsible eating
with significant others.

An independent samplestdst was conducted to compare thppeal scores for
participants in enjoymergelf and responsibilitgelf conditions. There was a significant
difference n gopealscores for enjoymensef (M = 3.50 SD=1.63 and responsibility
self groupsM = 2.95, SD=1.24 t (219) = 25, p =.01, two-tailed). Consequently, H6b

is supported.

H7a: Respondents primed to think of enjoying food themselves will perceive the
beverage (with salient sugar information) healthier than respondents primed to

think of responsible eating with significant others.

An independent samplesdst was conducted to compare the health perception scores for
participants in enjoymerdelf and responsibilityother conditions. There was a
significant difference ithe health percepticstores for enjoymensdf (M =2.61, SD=

1.63 and responsibilinothergroups M = 1.90 SD=1.06; t (217) =3.85 p = .00, two-
tailed).Consequently, H7a is gpported.

H7b: Respondents primed to think of enjoying food themselves will perceive the
beverage (with salient sugar information)more appealingthan respondents primed

to think of responsibleeating with significant others.
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An independent samplestdst was conducted to compare the appeal scores for
participants in enjoymerdelf and responsibilitpther conditions. There was a
significant difference in theppealscores for enjoymenself (M = 3.50,SD=1.73 and
responsibity -other groupsNl = 2.95,SD =1.67 t (217) = 3.85p =.02, twotailed).
Consequently, H7b is supported.

H8a: Respondents primed to think of enjoying food with significant others will
perceive the beverage (with salient sugar information) healthiethan respondents
primed to think of responsible eating themselves.

An independent samplegdst was conducted to compare the health perception scores for
participants in enjoymerdther and responsibilitgelf conditions. There was a
significant differene in the health percepti@tores for enjoymenother(M = 3.05,SD
=1.79 and responsibilityself groupgM = 2.21,SD=1.24 t (224) = 4.13p = .00, two
tailed). Consequently, H8a is supported.

H8b: Respondents primed to think of enjoying foodwith significant others will
perceive the beverage (with salient sugar information) more appealing than

respondents primed to think of responsible eating themselves.

An independent samplestdst was conducted to compare thppeal scores for
participants in enjoymerdther and responsibilitgelf conditions. There was a
significant difference in the appeal scores for enjoymetiier (M = 3.46, SD = 1.77)
and responsibiliself groups M = 2.95,SD=1.56; t (224) =2.29 p = .02,two-tailed).
Consequently, H8b is supported.

H9a: Respondents primed to think of enjoying food with significant others will
perceive the beverage (with salient sugar information) healthier than respondents
primed to think of responsible eating withsignificant others.

An independent samplegdst was conducted to compare the health perception scores for

participants in enjoymerdther and responsibilitgther conditions. There was a
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significant difference in the health perception scores for enjotrodrer M = 3.05,SD
= 1.79 and responsibiliother groupsNl = 1.90,SD=1.75t (222) =5.83 p = .00,
two-tailed).Consequently, H9a is supported.

H9b: Respondents primed to think of enjoying food with significant others will
perceive the beverage(with salient sugar information) more appealing than

respondents primed to think of responsible eating with significant others.

An independent samplestdst was conducted to compare thppeal scores for
participants in enjoymesdther and responsibilitgther conditions. There was a
significant difference in thappealscores for enjoymenbther M = 3.46, SD= 1.77)
and responsibiliyother groupsNl = 2.95 SD=1.67; t (222) =2.18 p = .03, two-tailed).
Consequently, H9b is supported.

H10a: Respondents primed to think of eating food responsibly themselves will
perceive the beverage (with salient sugar information) healthier than respondents

primed to think of responsible eating withsignificant others.

An independent samplesdst was conducted to compare the health perception scores for
participants in responsibilitgelf and responsibilitpther conditions. There was a
significant difference in the health perception scores faomsibility-sef (M =2.21,SD

= 1.24) and responsibiliother groupsNl = 1.90,SD=1.06 t (220) = 5.83p = .05,
two-tailed). Consequently, H10a is supported.

H10b: Respondents primed to think of eating food responsibly themselves will
perceive the beverage (with salient sugar information)more appealing than

respondents primed to think of responsible eating with significant others.

An independent samplestdst wa conducted to compare the appeal scores for

participants in responsibilitgelf and responsibilitpther conditions. There was no
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significant difference irappealscores for enjoymensef (M = 2.95 SD = 156) and
enjoymerdother groups NI = 2.95 SD = 1.67; t (221) = 04, p =.97, two-tailed).
Consequently, H1® is not supported.

Further tests were conducted to find the effect of priming conditions and the control
groups on the health and appeal of beverages. By means désts,the four primed
groups were compared with the control group. Significant differences in health
perception scores were found for enjoymenrbther and responsibility-other groups

while no significant results were found for enjoymeniself and responsibility self
groups. The signifcant resultsare presented below. The tables are presented in Appendix
11.

An independent samplesdst was conducted to compare the health perception scores for
participants in enjoymertdther and control conditions. There was a significant difference
in the health perception scores for enjoyrretiier (M = 3.05,SD = 1.79 and control
groups M =2.32,SD=1.54 t (226) = 3.29p = .00, two-tailed).

An independent samplegdst was conducted to compare the health perception scores for
participants inresponsibilityother and control conditions. There was a significant
difference in the health perception scores for responsHoitgr M = 1.90,SD=1.06

and control groupa = 2.32,SD=1.54 t (222) = 2.4p =.02, twoctailed).

In summary, priming conditions had an effect on the health perception and appeal
of the sugary beverage with salient sugar informationThese effects were not seen
in the same beverage without sugar informationMore specifically, respondents
primed for responsibility perceived the carbonated beverage unhealthieand less
appealingthan respondents primed for enjoyment. As expected, respondents in the
responsibility-other condition rated the beverage unhealthiethan respondents in
the enjoyment and control conditions. Most interestingly, respondents in the
enjoyment-other condition rated the beverage healthier than respondents in all
other conditions and respondents in enjoymenself condition rated the beverage

more appealing than all other conditions.
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Resultsfor other beveragesresentedin the study

To remind the reader, the main experiment showed the participant four drinks. These

were

1 Juice with sugar label

1 Juice without sugar label
1 Water
)l

Carbonated bevage

No significant differences were found in the health and appeal of juice without sugar
information and water. However, a noticeable finding was that the carbonated beverage
was perceived differently based thmeepriming conditionsThese tests are presented

below.The tables are presented in Appendix 12.

Firstly, a oneway betweengroups analysis of variance was conducted to explore the
impact of combined priming effects on health perception and appeal catbenated
beverage Participants were divided into five groups according to the priming they
underwent. (Group 1. Enjoyment self; Group 2: Enjoyment other; Group 3:
Responsibility self; Group 4: Responsityilother and Group 5: NeutralJhere was a
statistically significantlifference in the health scores of the groups apted5 level
(4,554) = 2.63p =.03). Post hoc comparisons using Bonferroni test indicated that the
mean score foenjoymentothergroup M = 2.01,SD= 1.31) was significantly different

from theresponsibilityothergroup M = 1.61, SD= .86).

These preliminary results from ANOVA indicated that there were significant differences
in groups in the sample. To find out which of the pairs have significant differences, the
datawasfurther analysed witthe help of independentests(presented in Appendix 14)
Significant differences were found in the health scores of enjoymethier,

responsibilityother and responsibilitgelf groupsThese tests are presented below.

An independent samplegdast wa conducted to compare the health perception scores for
participants in enjoymerdther and responsibilityother conditions There was a
significant difference in the health perception scores for enjoyoteet M = 2.01 SD

= 1.31) andresponsibilityothergroups(M =1.61, SD=.86; t (222) =2.68 p =.007, two-
tailed).
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An independent samplesdst was conducted to compare the health perception scores for
participants in enjoymerdther and responsibilitgelf conditions. There was a
significant difference in the health perception scores for enjoyoirer M = 2.01,SD

= 1.31) and responsibiliyself groups ¥ =1.65,SD=.89; t (224) = 2.68p = .01, twe
tailed).

In summary, priming conditions had an effect on the health perception of the
carbonated beverage. More specifically, respondents primed for responsibility
perceived the carbonated beverage unhealthier than respondents primed for
enjoyment. As expected, repondents in the responsibilityother condition rated the
beverage unhealthier than respondents in the other condition§/ost interestingly,
respondents in the enjoymenbther condition rated the carbonated beverage

healthier than respondents in all otherconditions.

7.6.2Behavioural outcomes

As described in Chapter 6, thrieehavioural outcome exercises were designed to test the
effect of priming. These were (1)taskin which participants were asked to choose a
sandwit ard drink for their lunch boxX2) theirc h i | d 0b®x ahd3) paricipants
were asked tdrag a slider on a scale to rate the healthiness of the bevEhaggata for

these outcomes presented in Appendix 13.

Most respondents chose water (58.5%) followed by beverage without salient sugar
information (24.5%), carbonated beverage (14.1%) and beverage with salient sugar
information (2.9%)(Table 7.6.

To explore the relationship between priming and choice ofragee(two categorical
labels),Chi-squareest of independence was employed. This test compares the observed
frequencies in each of the categories to the values that would be expected if there was no

association between the variables (Pallant, 2013).
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